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Rough Proofs Advertising Is 


By predicting exclusively in this 
column the smashing victory of the 


St. Louis Cardinals in the World’s | 


‘in War Contracts 


Series, Rough Proofs hopes it gave 
its clients something to be thank- 
ful for. 

rv 


The success of the bold, audacious 
young Cards over the somewhat 


complacent foe might have a moral 
for the military strategists as well) 
as for baseball fans. 


vw? 

One good thing about the Cards’ | 
four straight victories over the) 
proud Yankees is that they helped | 
Leo Durocher to get nicely over his | 
attack of insomnia. 


| 
} 


vse? 


A lot of publications are using | 
material printed in imitation type- | 
writer type to look something like 
Kiplinger’s Washington Letter, but} 
his 18,000 or 20,000 subscribers still | 
insist there’s only one Kiplinger. | 

| 


a: | 
The only way to persuade the 
broadcasters that this is no time for 
another civil war is to have Jimmy | 
Petrillo, ASCAP and the FCC start | 
combing them a little harder. 


a ee 


Okayed by WPB 


Procurement Unit 
Clears Up Confusion 
Over 'Green Book’ 


[Editor's Note: The “final” step 
toward the clearing up of the gov- 
ernment attitude toward advertis- 
ing as a cost in government con- 
tracts was taken this week 


Libby, Del Monte 
Launch Campaigns 


| 


the release of a letter from WPB| 


Chairman Donald Nelson to Army, 
Navy and Maritime officials laying 
down a policy to be applicable in 
all cases, along with a clarifying 
statement released by the Associa- 
tion of National Advertisers in the 
form of a letter to Houlder Hudgins, 
director of the WPB procurement 
policy division. These two docu- 
ments, given in the following story, 
together with the Internal Revenue 
Bureau statement published last 
week, and other statements by 
Treasury and other governmental 
officials, provide much-needed clari- 
fication of the status of advertising 
costs under government contracts 
and in taxation questions. | 


New York, Oct. 8.—Another ele- 


The difference between an ativer-| ment of uncertainty in promotional 
tising man and a plutocrat is that | planning by companies engaged in 
the latter likes to clip coupons,| “@" work — cleared bs today, 
while the former isn’t happy unless when it was definitely established 
he’s making somebody else clip | that, contrary to a widespread im- 
hem f 2 ‘ pression among business men, most 


| holders of war contracts are entitled 
yw 


There'll always be an England, | 
and there’ll always be advertising as | 
long as people still get a thrill out 
of counting the box tops and the ih 
turn coupons, 


, FF F 


Just about the time George Brent | 
was issuing a pfft bulletin, a movie | 
magazine appeared with an article 
by Ann Sheridan, entitled, “What 
Every Bride Should Know.” This 
must prove something, but what? 


| 
} 


vwr 
Announcement from movie head- 
quarters says over 300 Hollywood | 
stars have been out on the road pro- | 
moting bond sales, and the nice} 
thing about it is that some of them | 
Nave actually appeared in pictures. 


7, ¥ F 
The Post Office Department has | 
barred quite a few publications | 


from the mails, and by a strange co- 
incidence practically all of them sell | 


almost exclusively on the news-! 
stand 
v7 vv 
A Chicago furrier who borrowed 
“n ac from the New York papers | 
pred his offerings will “bring | 
you scurrying in from Scarsdale, 
rating in from Rye.” The subdi- 
vider fixed him up on Scarsdale, 
cut they haven't yet got around to 
Rye 
7 ’ ’ 
Prune growers are doing so well 
ust now that they’ve decided to| 
forego their advertising campaign. 
The + Vil was sick, the devil a saint } 
would be. 
The ‘evil was well, the devil a saint | 
Ww he, 
~~ FF 
Les Drew read something in his | 
busing paper and immediately sat 
down nd wrote a hot letter to the 
*ditor proving that executives no 
‘nger -ead their business papers. 
Copy Cus. 


| to include advertising expense as an 


allowable item of cost. 

The Association of National Ad- 
vertisers, which revealed the clari- 
fication following consultations with 
the Procurement Policy Division of 
the War Production Board, pointed 


| cut that the confusion has resulted 


chiefly from a misinterpretation of 
the so-called “green book’’—offi- 
cially known as “Explanation of 
Principles for Determination of 
Costs Under Government Contracts” 
—and from failure to distinguish 


between cost-plus and fixed-price 
contracts. 
The approved policy statement, 


obtained by the ANA _ underlines 
the fact that the large majority of 
war contracts, being fixed-price, are 


not governed by the ruling on ad-} 


vertising set forth in the 
Treasury Department policy which 
recognizes reasonable expenditures 
for advertising. 


Clears Up Misunderstandings 


In releasing correspondence with 
the WPB procurement unit, Paul 
West, ANA president, said: 

“There has been a great deal of 
misunderstanding and confusion as 
to the attitude and 
various procurement 
the government on 
which has unfortunately 
unwarranted anxiety 
tainty over advertising expenditures 
by manufacturers that have been 
converted in whole or in part to war 


war contracts 


caused 


|} work. These manufacturers are, for 


(Continued on Page 33) 


DIRECTORY OF FEATURES 


govern- | 
|ment booklet, but by the expressed 


policy of the | 
divisions of | 


and uncer-| 


| in a campaign released by Lever Brothers in newspapers throughout the 


Ad-libbing 12 
Admen in the Armed Forces 2! 
Coming Conventions 28 
Diary of an Adman 15 
Editorials : 12 
Getting Personal 28 
Information for Advertisers 12 
Photographic Review 35 
Po-t-War Planning 25 
Private Lines 3! 
Rough Proofs 1 
Voice of the Advertiser 16! 


| Ted Bates, Inc. 


to Help Grocers 


with | 


Both Start Special 
Promotions to Tell 
Wartime Food Story 


(Picture on Page 35) 


Chicago, Oct. 8.—Indicative of the 
fact that harassed grocers can ex- 
pect an increasing volume of assist- 
ance in their “public relations” 
problems are two campaigns which 
will get under way later this month, 
sponsored by two of the largest 
canners in the country—Libby, Mc- 
Neill & Libby and California Pack- 
ing Corporation. 

Both revealed this week that they 
are rushing to the assistance of the 
retailer with special copy designed 
to clear up public misunderstand- 
ings of product and labor shortages | 
and to assist the retailer in getting | 


the most effective use out of his 
existing facilities. 
Del Monte’s brand of assistance | 


comes in the form of a special “buy- | 
for-a-week" plan, to be heavily 
advertised and merchandised, under 
which the nation’s private quarter- 
masters will be told why it pays to} 
shop less often; why they should 
buy larger orders at one time; and 
how to plan their buying—and their 
meal preparation—along really effi- 
cient lines. In addition, they will | 
be told that they can get quicker, | 
better service by shopping earlier 
in the week and earlier in the day. 


Big Schedule Planned 


The Del Monte “buy-for-a-week”’ 
campaign will get under way with 
a full head of steam with four-color 
spreads in the November issues of 
Ladies’ Home Journal, McCall's and 
Woman's Home Companion, and) 
will be carried along in full vigor 
with a page in the Nov. 15 issue 
of The American Weekly and a 
spread in the Nov. 22 This Week. 
And that isn’t all; as Del Monte is} 
telling grocers: “Other ads, featur- 
ing the Del Monte ‘buy-for-a-week’ 

(Continued on Page 34) 


} government units 
| time, 
“it is the considered judgment of 


Thirteen Major 


Projects Listed 
by Ad Council 


Activities During 
First Six Months 
Are Reviewed 


New York, Oct. 7.—Asserting 
that advertising is rapidly winning 
recognition as one of the most im- 
portant non-military weapons con- 
tributing to the war effort, the 
Advertising Council this week re- 
viewed its first half year of exist- 
ence, outlined the procedures that 
have been developed in establishing 
a smooth alliance between govern- 
ment and industry, and enumerated 


| 13 major projects currently in oper- | 


eration. 

The moot question of whether the 
government should engage in paid | 
advertising drew from the Council 
the observation that the most im- 
portant immediate consideration is 
the utilization of advertising’s power | 
and “the war cannot wait for the 
long debate which would be _ in- 
volved in modification of present 
governmental practices.” 


Cooperate with Council 


Two government departments, 


| Army and Navy, are currently buy- 


ing their advertising, having entered 


|} into the “normal relations that exist 


between a client and an agency,” 
the Council pointed out. If other 
are to pay for 
space and mechanical costs, | 
the Advertising Council that 
would be well advised to follow) 
established commercial practices. 
The Advertising Council, however, 
is not a solicitor of such action by 
the government. It recognizes that | 
no matter what the ideal course | 
might be, we are confronted with 
realities.” 

On the other hand, the Council} 
continued, “it should not be thought | 
that the government departments 
are unsympathetic to employing 
paid advertising. They have been 

(Continued on Page 32) 
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Last Minute News Flashes 
Four Fleischmann Distilling Drives Started 


New York, Oct. 9.— Fleischmann 


Distilling Corporation will conduct 


four separate campaigns this fall for a new Preferred Blended Whisky, 


Fleischmann’s Bond and two rums, 


chedule comprising 33 newspapers 
Ted Bates is the agency. 


Pilgrim and Rum Ricado, with a} 
in 30 cities in nine Eastern states. 


Whisky copy will call for “1,000,000 Men to Invest in a Pint of a Re- 


markable New Whisky,” 


while the Bond theme will refer to a ‘$2,000,- 


000 Cocktail,” representing extensive research and grain investments. 


Release Campaign for Glass-Packed Spry 


New York, Oct. 9.—First mention of Spry in glass jars is contained | 


country. Insertions of 290 and 450 
rauff & Ryan is the agency. 


ing is in charge. 


Busk Joins Bates; R & R Raises Grady 


New York, Oct. 9.—Everett J. Grady, head of Ruthrauff & Ryan’s plar | 


lines will continue weekly. Ruth- 


Although no consumer copy featuring Crisco 
in jars appeared thus far, this is expected shortly. 


Compton Advertis- 


board, has been named executive vice-president of the agency, succeed- | 
ing J. R. Busk, who has become executive vice-president and partner at 


Mr. Grady joined 


R & R 23 years ago. 


Distribution Experts Envisage 
Optimistic Post-W ar Picture 


Immediate Planning 
Urged at Conference 
in Boston 

By IRWIN ROBINSON 


Boston, Oct. 7.—The economic 
crystal ball was subjected to all-out 


use here this week, as spokesmen 


or government and business took 


‘advantage of the 14th Boston Con- 


ference on Distribution not only to 


|}examine the impact of total war on 


traditional marketing patterns, but 


‘also to peer into that misty future 


loosely termed the “post - war 
world.” 

The seers returned from their 
flights into Tomorrow with en- 
couraging news for business. Fol- 


lowing a brief period of readjust- 
ment, they reported, the availability 
of enormous productive capacity 
and the release of pent-up buying 
power should result in an era of 
prosperity the like of which has 
never been known. 

To be sure, this vision of the rain- 


|} bow at the end of the Victory trail 


was tempered somewhat by realistic 
appraisals of the dislocations and 
hardships to be suffered before the 


;} war is won and which, in reality, 


have barely begun to make them- 
selves felt. But the over-all spirit 
of the conference was one of opti- 
mism, supported by the conviction 
that in sacrificing everything to pre- 
serve the American way of life, the 


{foundations will remain for the re- 


building of the democratic edifice 
Five Conclusions Reached 


Five broad conclusions appeared 
to emerge from the conference: 

1. The immediate future’ will 
witness a rapid acceleration of dis- 
locations that may almost com- 
pletely tear asunder conventional 
distribution practices. 

2. The needs of the United Na- 
tions will be the determining factors 
in the allocation of those goods that 
are reserved for civilian use. 

3. Some of the wartime changes 


| instituted in the distribution set-up 


will undoubtedly linger on as per- 
manent marketing revisions and 
the distribution set-up will prob- 
ably benefit in the long run. 

4. Any consideration given now 
to the problems to be faced when 
peace returns is neither unpatriotic 
nor indicative of frivolous attitude 
toward the job in hand; but, on the 


| contrary, is an essential and integral 


part of the conduct of the war. 

5. After hostilities cease there 
will be a readjustment period—of at 
least one year’s duration and pos- 
sibly two or three—during which 
the basic switchback from war to 
peace will be instituted. 


Distribution in Wartime 
America 


| we are in an all-out war. 


Imminent curbs on cross-hauling, 
with consequent serious problems to 
be faced by manufacturers of trade- 
marked goods, were hinted by 


| Joseph B. Eastman, director of the 


Office of Defense Transportation, 
who disclosed that the situation is 
being studied jointly by his office 
and the War Production Board. 
“It has been an American prin- 
ciple, and a good one, to let people 


|}compete freely and sell and trade 


where they will.” he remarked. “It 


is a principle that we all want to 
But 
Undoubt- 


preserve—in times of peace. 
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edly this way of doing business in- 
creases materially the amount ol 
transportation to be performed. A 
producer in Boston sells in Chicago. 
His competitor in Chicago sells in 
Boston. Their goods cross on the 
way. That is cross-hauling in its 
narrow sense. A man in Worcester 
may buy in Boston or he may buy 
the same goods in Chicago. In the 
latter case, the amount of transpor- 
tation performed is much greater. 
That is cross-hauling in a broader 
sense. A more precise term, of 
course, would be excessive hauling. 


Many Complexities 


“Theoretically a lot of transporta- 
tion would be saved if we should all 
trade in the nearest market. But 
there are many things to be con- 
sidered, such as questions of plant 
capacity, of the inbound haul of raw 
materials, of available manpower, 
and of difference in quality of prod- 
ucts. Some of these difficulties 
could be met where the product is 
practically standardized, as it is in 
some cases, by an exchange of prod- 
ucts—in other words, by a re- 
ciprocal arrangement under which 
the nearby producer would fill or- 
ders of the more distant. Where 
there is no such standardization the 
situation 
plex.” 

Mr. Eastman cited curbs imposed 


is, of course, more com-| 


in Germany — bakers, for example, 
are forbidden to deliver bread fur- 
ther than 50 kilometers; beer cannot 
be shipped further than 250 kilo- 
meters; manufacturers as a whole 
cannot sell goods for delivery where 
they like, nor can consumers go 
very far for their purchases. 

“T have been urged to do some-- 
thing of the same sort over here,” 
he said. “We are not, I hope, in as 
dire straits as Germany, and it is a 
far smaller country than ours. But 
even if conditions were parallel, 
this is not, in my judgment, solely 
a transportation matter. . . It inti- 
mately concerns production, distri- 
bution and marketing, and requires 
for its wise treatment a thorough 
knowledge of the conditions pre- 
vailing in every industry concerned, 
which I do not have.” 

Local Deliveries Also Studied 

The WPB - ODT 


joint analysis 


already has a record of the move-| 


ment of every freight car, with its 
contents, as of a certain day last 
May. This will be checked against 
a typical day in September, and an 
effort will be made 
clusions industry by industry. Mr. 
Eastman revealed that local truck 
deliveries, as well as railroad and 
long-distance truck 
are very much involved. 
milk, oil, beer, bakery goods, news- 


to reach con- 


ADVERTISING AGE 


| papers and store purchases as due 
|for early attention. 


,; CONCENTRATION OF PRODUC- 
TION AND DISTRIBUTION 


With intensification of the policy 
of concentrating necessary consumer 
| goods production —and later dis- 
tribution outlets—generally re- 
garded as inevitable, the conference 
evinced a great deal of interest in 
Great Britain’s experiences, as de- 
tailed by Harold Beresford Butler, 
British Minister to the United 
States. 

This procedure, he said, has been 
carried to “extraordinary lengths.” 
Thirty-one industries were covered 
by the first Limitation of Supplies 
Order. In 1939 they employed 1,- 
000,000 workers; in July, 1942, 200,- 
000 workers. In the hosiery trade, 
for example, workers have been re- 
duced from 95,000 to 37,000, “‘which 
explains why so many ladies now 
walk about without any stockings.” 
Before the war there were 
firms engaged in the production of 


private motorists had been virtually 
eliminated, the number of gas sta- 
tions in England had been cut 90 
per cent. The whole system of milk 
distribution has likewise been over- 
hauled—“three or four dairymen 
delivering milk in the same street 
can no longer be seen.” The same 
method is being applied to the dis- 
tribution of margarine, fats and 
flour. 
This list of hit 


products by 


Britain’s concentration program was | 


expanded in a discussion of the 


| problem by Leo M. Cherne, execu- 


| America. 


tive secretary, Research Institute of 
As of last April 1, he 
said, concentration had already hit 
the following English industries: 
bedding, bicycles, shoes, braces, 


| carpets, corsets, cutlery and razor 


blades, fountain pens, hosiery, 


| gloves, jewelry, leather goods, lino- 


| leum, 


25,000 | 


clothing; now there are 2,006, and | 


they turn out what is called “util- 
ity clothing — certainly not orna- 


mental clothing, but the only kind | 


of clothing anybody is 


| buy.” 
transportation | 
He cited | 


Concentration has been applied to 
distribution, as well, Mr. Butler re- 
ported. Even before gasoline for 


J coe it—in Philadelphia 


allowed to! 


musical instruments, paper 
boxes, photography, pianos, pottery, 
sport goods, toilet preparations, 
toys, umbrellas, iron and_ steel, 
glazed tiles, woodworking, jute, silk, 
wool, cotton and rayon, paper mills 
and dealers in sheepskins. 

Of the 6,578 companies working 
in those industries, 2,203 — repre- 
senting about 75 per cent of total 
capacity — were taken for conver- 
sion, and 4,315 plants—the remain- 


ing 25 per cent capacity—were al-| 


lowed to 
plants. 


carry on as “nucleus” 


Moving Fast Here 


Mr. Cherne labeled Aug. 
the day when the first real 
charge of dynamite was exploded 
under the swivel chairs of every 
business office in this country.” On 
that day the non-electrical stove 


“as 


|industry became the first American 
| industry to undergo a concentration 
| program. 


In addition to the stove field, Mr. 
Cherne declared, at least a 
other industries have already been 
slated for concentration. He in- 
cluded among these 
machinery, metal furniture, office 
and store machines, oil burners, 
sanitary ware, plumbing supplies, 
toys, bedding, warm air 
construction, dairy and other types 
of machinery. (The bicycle indus- 
try has likewise already been placed 
under a concentration program.) 

Aside from the concentrated in- 
dustries themselves, “no group is 
going to be as hard hit by concen- 
tration as distributors,” Mr. Cherne 
pointed out. “Before it is finished, 


concentration is going to turn all or- | 


dinary distribution operations up- 
side down. It will hit every phase 
of distribution activity—buying and 
selling, shipping, general merchan- 


dising, advertising and planning for | 


the post-war period.” 
Mr. Cherne labeled Aug. 1, 1942, 
techniques of concentration 


/have already been applied in Eng- 
land in an effort to achieve an equi-| But buying power—the money to 


| 


| 


| 
| 


table 
nucleus 


arrangement between the 
plants that stay in business 


‘and the firms forced out. 


Four Methods Used 


The first method eliminates any 
distinction between the nucleus 
firms and closed-down competitors 
by merging the whole industry 
under common ownership. The 


1, 1942, | 


dozen | 


agricultural | 


furnaces, | 


which | 


October 12, 


New Index Offers 
Consumer Buying 
Data by Counties 


“New York, Oct. 8—A new com- 
pilation of statistical data on moer- 
kets throughout the country, mess- 
ured in terms of retail purcha 

rather than retail sales, was re- 
leased this week by the Magaz 
Marketing Service. County mark: :- 
ing information occupies ab 

three-quarters of the case-bou 

204-page book, with the remainder 
of the contents devoted to the baci:- 


) 
| 


|ground and development of ti! 
analysis. 
| The “M.M.S. County Buying 


| Power Index” is concerned with th: 
| market, instead of the market-plac 
ithe book explains. “It measur: 
| purchases actually made by all peo- 
| ple living in the 3,000-odd counti: 
|of the country, in contrast with t! 
sales made by the stores in those 
counties. 

| “Retail sales do not give a tru 
pattern of buying power, county b 
county. They cover point of sak 
|not point of use. Obviously, it i 
the place of use—the home—wher 
| buying power and buying decision 
|are centered. The fact is that pur 
‘chases made by the residents of 
county never coincide with sale 
made by retailers of that count) 
They are always greater or less.” 


Illustrates Point 


To illustrate this point the boo 
|compares two counties in Maine 
In Cumberland County, where Port- 
land is located, total retail sale 
amounted te $65,240,000, according 
}to the latest U. S. census. But, 
according to the M.M.S. index, that 
was $8,547,000 more than _ the 
amount purchased by the resident 
of the county. Portland is a big 
shopping center. People from out- 
side counties come to buy 13 per 
cent of all the goods sold by Cum- 
| berland County stores. 
| In Oxford County, on the other 
|hand, there is no large shopping 
center. Sales of stores in Oxford 
County amounted to $11,474,000, but 
residents spent $13,055,000 for retai! 
goods. The conclusion is that the) 
went to other counties to make part 
of their purchases—to the extent of 
| $1,581,000. The difference between 
sales and purchases is almost 14 
per cent. 


Treasury Using Figures 


| “Those two counties are not ex 
|ceptional,” says the study. “The) 
are typical. Sales figures tell onl) 
what is spent at point of purchase 


pay for these purchases and the 

| decision to buy—is located in th: 
i/}home. This one simple marketing 
| fact, often overlooked, underlies 
| the need for this new Buying Powe 
Index, a measure of people as mar- 
kets, identified with their retail con- 
|sumer purchases and with their 
| home counties.” 


When the directions say ‘three spoonfuls,” that doesn’t 
necessarily mean you always need more than one spoon. 
The same thing applies to the current prescription for 
advertising in Philadelphia. 


For instance: Of all the advertisers of medical prod- 
ucts in Philadelphia daily newspapers, 82°,, use The 
Evening Bulletin. And 31°; use The Bulletin ex- 


clusively. 


More and more advertisers are pursuing this policy: 
A thorough advertising job in The Bulletin is the first requi- 
site to a thorough job in the important Philadelphia market. 


In Philadelphia—nearly everybody reads The Bulletin 


owner of a factory may have to shut | 
his plant but he is still in business | 
/as part-owner of the nucleus firms | 
‘that keep operating. 

Second, the selected nucleus com- 
| panies, taking all orders in an in- 
| dustry and receiving all income, pay 
;}out a_ stipulated portion of the 
| profits to companies forced out of 
business. 

Third, particularly pertinent in 
fields where trademarks and trade 
|names are important, calls for a 
pooling arrangement. One company 
is set up in which all factors hold 
shares equivalent to their pre-war 
| standing. Nucleus plants are then 
leased by their owners to the new 
company, which receives all indus- 
try profits for distribution. Pro- 
duction is so arranged that products 
bearing trademarks of all the old 


. “a 
companies stay on the market. yes, there® oe — om full 
The fourth method is an agency beh ‘“PRIO. ’ 
|agreement. Nucleus plants manu- when you ™ 


| facture products as agencies of the 
shut-down companies. The latter 
| buy at cost from the nucleus plants 
and sell to consumers via their reg- 
| (Continued on Page 30) 
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Study in Coverage 


Magazine coverage varies, too. Do you want, for instance, to reach 


executives? Then consider Newsweek — the one magazine in its field 
that is neither too large nor too small. Newsweek has the /argest 
concentrated circulation among executives in business, industry and 
government of any magazine. With more than a half million cir- 
culation ...it reaches more executives per advertising dollar than 


any other publication.* 


Now it’s Newsweek 


*One reason why NEWSWEEK offers so high an executive concen- 
tration is found in a recent survey which established that 74°% of 
top business executives read newsweeklies—since 1939 NEWSWEEK 
alone gained more business, executive, and government circulation 
than any other news or general business magazine. 
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A. G. Newmyer Moves 
to ‘Philadelphia Record’ 

Arthur G. Newmyer, associate 
publisher of the Washington Times- 
Herald and former publisher of the 
Washington Times, has been named 
vice-president and general manager 
of the Philadelphia Record. 

Mr. Newmyer served as national 
advertising manager of all Munsey 
newspapers from 1909 to 1912 and 
later as publisher of the New York 
Journal and assistant general man- 
ager of all Hearst newspapers. 


Murphy Advanced 

Frank Murphy, Western division 
sales manager of Best Foods, San 
Francisco, has been elected vice- 


president of the company in charge | 


»f the division. 


Admen Give $33,345 
to N. Y. Fund Drive 
Gilbert Kinney, vice - president 
and treasurer of J. Walter Thomp- 
son Company, has reported to the 
Greater New York Fund that the 
advertising business in New York 
City has contributed $33,345 to the 
Fund's 1942 campaign up to Sept. 17. 
Of this sum, Mr. Kinney said, 
$20,428 has been given by compa- 
nies and $12,917 by employe groups. 


‘Parents’ Shifts Two 


Parents’ Magazine, New York, has 


promoted E. Philip Willcox to asso- | 


ciate advertising manager and 
named Henry A. Hartwell, Jr., to 
succeed him as Eastern advertising 
manager. Mr. Hartwell was 
merly on the eastern sales staff. 


for- } 


Good Merchandising 


Held Answer fo 
Druggist’s Problem 


Chicago, Oct. 8.— Although the 
drug store business has been rather 
lucky so far in evading wartime 
casualties, the National Association 
of Retail Druggists assembled here 
for its convention put first empha- 
sis on solving war-born problems. 

Hugh P. Beirne, president, as- 
serted that the 60,000 drug stores of 
the country face a smaller mortality 
| rate during the war than any other 


retail group. On the other hand, 


he said, working hours must be cut) 


and store hours reduced if federal 
regulation is to be avoided. He 
said the government was interested 


| in shorter hours because of the need 


to conserve fuel and power, and to 
prevent goods being sold faster than 
replacement could be made. 

In two states, Connecticut and 
Arkansas, earlier closing hours have 
been adopted, he said, with no 
appreciable loss in sales or service. 


Asks Efficient Merchandising 


The movements to defense centers 


and to the fighting fronts have left | 
many druggists with fewer custom- | 


ers, while other stores are under- 


manned and all are in the retailer | 
and | 


squeeze between rising costs 


“P| ZEN lel Le ||| > 


“Ley 


your voll on 


the FARM JOURWAL team! 
[ts hot /” 


LAN SR Stee 


= 


Lay your roll on the FARM JOURNAL 
team! Astute advertisers have long 
watched FARM JOURNAL'S 4-day- 
editor-to-reader idea with respect. 
Forty-two months of uninterrupted 
circulation growth attest its value. 


Now that we're at war, and farmers 


need this fast, helpful service more 


than ever, an increasing number of 


~ ne +e8 


s 


are | 


advertisers are capitalizing upon it. 
This Fall the swing is to FARM JOUR- 
NAL, where your advertising dollar 


will buy the most farm buying power 


—and at lower cost. 


FARM > 


JOURNAL 


Se ORV Nix eee 


Graham Patterson, Publisher ,Washington Sq., Philadelphia 


OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE—OVER 2,600,000 NET PAID 


— 


taxes and fixed prices, John w 
Dargavel, executive secretary, said 
adding that the solution is to tighte, 
kelts, streamline business operat} 
for efficiency and keep a Close eye 
on inventories, eliminating lines 
that drag, pushing hard on items 
which yield a profit. 

In a merchandising forum, retail. 
ers were urged to examine gift 
counters as a good wartime reve. 
nue-producer by Jack Le Vant, sales 
manager of McKesson & Robbins 
He pointed out the value of gifts 
for service men, proving that most 
of the items asked for by men ir 
the service are items normally 
stocked by the drug. store. 
recommended that drug stores pre- 
pare gift displays and merchandise 
the products vigorously. 
| Another source of revenue, the 
| druggists were told, is leg makeup 
‘It has been estimated that during 
| this last summer, 5 per cent of the 
| women used leg makeup and 5 per 
|cent went barelegged. This leaves 
|a potential 90 per cent market, the 
| druggists were reminded. 

James B. Dargavel, director of 
| dealer relations for the Kelling Nut 
‘Company, Chicago, urged the drug- 
| gists to consider their tobacco and 
|} candy counters as a source of plus 
| business. The tobacco counter, he 
| said, is the most productive part of 
'a drug store in terms of sales and 
|floor space used. He urged that 
druggists recognize the trend to 
|higher grade tobaccos and cigars 
/and meet it; he emphasized that 
druggists had failed to merchandise 
| large cans of popular tobaccos, and 
that this business was going to chain 
|store and mail order houses. He 
advised that druggists advertise 
these brands and meet prices com- 
petitively. 


“Make Bulk Candy Sales” 


In speaking of candy, he recom- 
mended that druggists be careful 
not to overlook the opportunity 
offered by bulk candy sales, which 
account for some 31 per cent of 
candy volume. As it stands, drug- 
gists often confine themselves to 
| packaged confections. 

The exhibits prepared for the 
convention were large. “Our exhi- 
bition is smaller than it was last 
year,’ one NARD official summed 
it up, “but nowhere near as small 
as I expected it to be.” 

It was evident from going through 
the exhibition that many of the 
items carried by druggists are still 
unaffected by priorities. Some of 
i'them have had to repackage their 
products, but many are compara- 
{tively untouched. Vitamins, inci- 
dentally, seemed to be the wonder 
child of the 1942 show. 


Three to Bchel, Waldie 


Anker-Holth Mfg. Company, Chi- 
cago, has appointed Behel & Waldie 
& Briggs, Chicago, to direct adver- 
'tising. Business papers and news 
weeklies are being used. The agency 
also has been named to handle the 
account of Great Northern Chemical 
|Company, Oak Park, IIl., manufac- 
turer of anti-freeze, and Trans- 
motive Laboratories, Chicago, 
manufacturer of automotive serv- 
ice systems. 


) 


Here's the 
Basic Fact About 


A Major Market of 
115,000 Consumers 


Within Troy's compact A.B \. 


City Zone (all in a 3%y-m le 
radius) live more than 115.!)'0 
consumers. Troy's sole dailies 
reach “everybody” in this pro’ 
able major New York %!' 
market. 

m THE TROY RECOnD 


jams THE TIMES RECOUD 
SE 


All Advertising Direct 
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JOIN THE LINE-UP 


..-OF NATIONAL AD ERTISERS FEATURED IN 
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A. B. C. Circulation 


weekly in 32 Sunday newspapers -¢ elinns 3 
oS Caleiun nn 3 Cy a- ol > ehhans: h . That _ —oe eee a 
NEW YORK TIMES emer phat bel oUs and ie sheets ctl help in pedorize, age 
CHICAGO TRIBUNE “ye ~ 
PHILADELPHIA INQUIRER 
DETROIT FREE PRESS 
CLEVELAND PLAIN DEALER 
ST. LOUIS GLOBE DEMOCRAT 
BOSTON POST 
PITTSBURGH PRESS 
WASHINGTON STAR 
MINNEAPOLIS TRIBUNE AND 
STAR JOURNAL 
CINCINNATI ENQUIRER 
INDIANAPOLIS STAR 
BUFFALO COURIER-EXPRESS 
ST. PAUL PIONEER PRESS 
DES MOINES REGISTER 


Nancy Sasser recommended these 
nationally advertised SELL-LINES 
as BUY-LINES to women news- 


paper readers during the past year. 


| 
| 
| 
Write for free booklet | 
“RESULTS THROUGH BUY-LINES"” l 
NANCY SASSER, Inc. 
420 Lexington Avenue | 
New York, New York | 

| 

| 

«A 


Name 
NEW ORLEANS 
TIMES-PICAYUNE Company 
HOUSTON CHRONICLE 
ATLANTA JOURNAL | Address 
MEMPHIS 2 ss a (Wi 
COMMERCIAL APPEAL 
BIRMINGHAM 


NEWS & AGE-HERALD 
RICHMOND TIMES-DISPATCH 
MIAMI HERALD 
NASHVILLE TENNESSEAN 
JACKSONVILLE TIMES-UNION 
NORFOLK VIRGINIAN-PILOT 
CHARLOTTE OBSERVER 
LOS ANGELES TIMES 
SAN FRANCISCO CHRONICLE 
OAKLAND TRIBUNE 
SEATTLE TIMES 


Represented Exclusively by 


NANCY SASSER, inc. 


420 Lexington Ave. 360 N. Michigan Ave. 
New York, New York Chicago, Ill. 


PORTLAND JOURNAL 


a +s eB: Ba Be a gel 
. iprigeies: fp eal wee SC ge "ee i : ; 3 ? Ai ‘ be eS ah , tees ‘ ra ss oe me 
ek ; ‘ roan ag" ; RY = eee i. « carne ‘ : Sap ae : ‘ i ee a 
: eo : al: oe Sue ; : a +s ‘e , : * a 
ee ls TS ee ste a | 
pee aa 5 ~~ - 
— _ = aoe es 
. — = ‘ae fe 
sl : 
ae oy ( ‘ . . 
Bao bee ee <i 
4) & — = 
) 2 2 of a 
UY ~ Fj i E 4 ¢ ; 
2 A I! 46 ‘pact = SWay = a 
A ‘ gar ot : Ba : ole 
* Tae a : ae 
e nwo ss -. —w wy _ ‘. ie 
, + ae Sx , ) bi ie 
SOO i ° be ¢ So a J 
ay Y-LINE tact nig, 3 
. YY, > ae nen ny a oes r 
q = & Vay ngs Advert; — _ Ree 3 a 
~/\ a Rien Vey ‘sed 2nd In , 4 a Toe. ae 
. 4 yas | # said York, Oct. 10th, 4 ae ~ DS ~ ites. et 
\ i” vit ae > 0 Columbus D ee Year age BL , ae UN: ~ nd 2: 3 ee, ¥ 
‘e 7 ; Of what the y “¥. 194) ors Y-LINES oe i as eS ent 
NN - | Oct. 12, 1495 NEW Wortg ‘1° “It’s the . ade = eg | 
> 4 ce tn ole R a if - 12. 1499 T orld has | , s \ Mbo] Prien. 22 = 
ie: bee is -: : a no Meanjng hen the Word Vag come Since -_ p _ 
Sen ann \e ~ oe ies i, 8 and the AMERIC, a ED _ 
; os : A ‘ turies into t} le [ SA at “AN had c wane NES — 
new = “4 Ss * : eae le future T * Was OVer t ; e re" aoe 
ieee - i Pee Neanine anvwh * foday there , WO cen. *UN Swe 
} rst true that _ nd + . Cre and no £reat . mg no &leatey (er > PRUNES ‘NN 
yy ; to liy e j ee ' the thin ourseh eo” H. r human hope Weed ban: ~ a 
cant S hoa € Nalienah|. righ oW much More | = M9, RR 
: get - 0 7 Mo, j Tes 7 “URREStion _* and freedom h 8 its of A Mericang mee — J a = 
or arin of | May by Pledging som, ..“2Y not obserye been Challen zed! | tt weal z 
7 — (OR I'n + Here are other me extra Money tow Columbus Day pork M¥ afew, “tSaupy 7 
> 4 . Ss mney S ¢ “a ° 
oe rf n re Minding You to URgE Stions. too ard a new War Bo > ~ ; 
’ i 7 , ¢ Make this com; m & % timely BI y nd § ie ‘Oo, : aa oe — a , 
ey \ ive Ning Week ; ‘LINES v. aa fans , a Se F 
oath ' A = y 
4 a : “g an " a ae 
SS ; \ vat Me : 1 eee 3 
X ¥ Or ee — oe ~ ¥ NS fy a 
WV a : a ee a ‘ aN: 
QA ue ; : ee a 
vi —, é . 4 . ; 7 aa < ; ws aie r 
oe a eis SS), aoe ~~ 
— ADERIZED ane hea drama, _— 2 J / eS a i 
yo wi) py . & F ‘ 
ae 7 pw 7 — mew Mennen pa" aid. | Idle 4. SN _ - — a oe 
—" an as fine and a ren Baby Powder ea inn vf hands today ough _— hs ee os 
as went a face Powder! ‘Big 8 the very hee ie women? found e he, le as | ‘ben site ae 
: ra rine F Portant, in. ant! much more ; ; laborino Men, men and ¢} dao tacks , Evy a! re? ; 
poe® soi skin Safer a ME Septic keeps bal 7 Come - fo Win a People. viren are Ne % oe 3 oe 
pik you P —: Maybe you didn’ 4 harmfy) pas Sy ° Hang " Ss Wart ¢ , ; ly - 7 ae 
ig Vw =. play a Part “ j Lee TORE v a 
i ae heat Be eect 
a oe Pa > ‘ and th : i: age ae “a 
. 7 see 25 wat of 4 Fo nm OM ana a 63 oe om 
; e e," fer Anti seng; : Ts *mphat : 1s ¢ asy “@PPing ian Pow, 7 i 3 
. fo. (oe) that no ot} baby Powder t sk "finest fabri... °" hands as ee : DER tT i 
| ‘ O56 for your hed Powder is Boo. lee] Ins Lives more 3 and babies sar < a ; bs : 
ah 3 ( . “ap . $ ey: 4) ae 
. a. parnnnl? Onderful delicar. scent? (°F You, eek, eeer for SWAN’ this ‘eee si ei 
t ai : D} ; \ ° ; ; uae i % 
; ’ see £ 7 My ¢” Fe. BE, SNET 4 oem > ee 
: ack (Sa) RF ese, Sy AE oi 7, ; ae 
A , eres ae) Fe AP ee MOD Rg OG, ae 
<7 - ‘ J _ . > ; Ca ’ 
e _ 7 dui! a er % Be» X vj ) —"\ / - <> re . ‘a : 
- se? — ~ - / ihe sy <a oo vps, oe 3 , 
a i" ~ > Pe Fas a 
, -_ as | ~* f | I L a - . =< ; aor ; a 
; Build , Be ae . ae — 
ul 4 Your def. “Ure ty Iie , a 
SURI Weather chemses *kainst 44, Beauty Diae’ = it OLIN 0 your ea a ne 
} on - Nee, . ice . or it si fs +O - ee a 7 phe ‘ 
th tim a oie it & “hall ai; * inake ia reer lOward Persona —— oF a Xie 
. . amin xy a we” eh. : © alre; 1 Ovelj. ; ih roe 
1€ Ured, pe ] {vation ,; \Mo; IN p ady ree - ss 5 an 
J Pless > With th Poy rm °™mend d * “£ ae aa 
i Makes you TUN-dow D feel; at Safegn,; Cer as , e me : i, ve) aoe. 
: 5 OU an op tling that ard for faust 4 Person | a ce aes eee 
of VIM MS i @asy Prey t a the Most a tidion, Wo a it a % : oe 
) I know "S, the best, ; me. ot "Ying day. men on oa” a q 
= beced Its multi-vitams of advicg hea _ off to Other Vow I Want ae Le am. 4 s 
a- aml on £Vernmen, ~s n formula plea... {fesh Dowd Cs of a a 
: 2 a - a | 
er eee 
il- 
lie 
‘T- 
ws 
icy 
the FS i 
cal oie a4 Mt 
20, 
rve 
ai sig? a 
. 
= - 
a ys are, 
of a el a 
a es eS Sire ae er 2 oe a 
C. —-_, =o eal ali: 2 ae 
: | J 4 %. . de = 7 2 | 
3 a 7& ag ake re aie ; 
- oe —= fea ‘ 
" X a // }) e Le eae 4 
Ost tae a _— 
» a et ie a. ee seo * 
ea Pin Rist 
f ‘ os ‘ sain) ol ee. slic Boatiis a ee “ “7 . - ; ee 
be CT ee ay ee ee ae ei a eee Pees. ie Ae Pid ae 3 f = 
nagar . Ty Mees Wea? ee gia ee. TS ae ; aR Mit eee ae 4 a ee jo fen a > 
bs ‘to ig: = : > ; ee i Ait ik 3 : ge = S. - zig st ee es Be, Ker. ; a “agg z 7 
Wee re Rye S se Bay. ie MAS es AEN * ; ace 


os 
me 


=e 
g 


Yen, pes 
© pa 


ADVERTISING AGE 


October 12, 1942 


Sheaffer Unveils _ 
Skrip for V-Mail; 
Campaign Starts 


Page 35) 


Chicago, Oct. 7.—A promotion for 
the government’s V-mail—and inci- 
dentally W. A. Sheaffer Pen Com- 
pany’s V-Black Skrip—was launched 
here this week at the conventions 
of the National Association of Retail 
Druggists and the National Station- 
ers Association. 

V-mail, of course, is the mail 
written on standard blanks, photo- 
graphed on 16 mm. films, flown | 
overseas and reproduced in its origi- | 
nal form, 4 x 5% inches, The micro- | 
film method of letter transmission 
has become the fastest and standard 
method of sending letters to armed | 
services overseas, and volume has 
doubled each fortnight since its 
introduction. Some estimates now 
place the amount of V-mail being} 


sent at more than a million letters | 


a week. 
Color Starts This Weekend | 


Sheaffer will promote the new 
Skrip and V-mail on its radio pro- 
gram featuring Upton Close, Far 
Eastern commentator, and with a 
series of newspaner and magazine 


(Picture on 


lers will be 


color pages. This Week Magazine | 
will be used in 21 cities, and r.o.p. | 
color pages in 14 more. 
The radio promotion actually | 
began Sept. 20, while the first of 
the publication advertisements will 
appear Sunday. | 
The new V-Black Skrip was ex- 
tensively promoted in booths at the 
two conventions; Harry E. Waldron, 
vice-president and general sales 
manager, handled the display at the 
NARD convention, and Grant Olson, 
Sheaffer’s advertising manager, rep- 
resented the company at the 
stationers’ meeting. Sheaffer deal- 
urged to put their 
weight behind the V-mail promo- 
tion through displays, V-mail sam- 
ples on counters, and _ personal 
promotion to customers. W. W. 
Garrison & Co. is the agency. 


Ross Joins WOR 

Al Ross, free-lance radio writer | 
and former head of his own agency, 
has been named commercial pro- | 
gram manager of WOR, New York, | 
succeeding Thomas Moore, who re- | 
signed to enter the Army. 


—_—_———_ 

. ° 

Ellison to ‘Liberty’ | 

Jerome Ellison, formerly associ- | 

ate editor of Reader’s Digest, has | 

been named editor-in-chief of Lib-| 
erty, New York. 


Animated Rose 
to Feature LaRosa 
Macaroni Copy 


New York, Oct. 7.—A new trade 
character in the form of an ani- 
mated rose will feature fall copy 
for La Rosa macaroni products, to 
be released in newspapers this 
month by V. La Rosa & Sons. Copy 


| will use the cartoon-strip technique 


and insertions have been scheduled 
to appear once a week. 

Fifty newspapers covering New 
England and New York state, as 
well as Philadelphia and metro- 
politan New York City, are on the 
list. The animated rose will play 
the role of “saviour for the meal- 
harried housewife,” plugging La 
Rosa products as “nutritious and 
easy to prepare.” 

Transportation advertising in 
New York subways and radio par- 


ticipations on several metropolitan | 


stations will feature the same 
theme. M. H. Hackett, Inc., is the 
| agency. 


To Kenyon & Eckhardt 

John V. Brew, account executive 
with Pedlar & Ryan, New York, has 
joined Kenyon & Eckhardt, New 
York, in the same capacity. 


of Southern Agriculturist’s 


* 


Greater ree 
for this solid ol 


farm paper: 


Broader read- 
ership for its 
many new and 
old features: 


* 


RADIO CO-OPERATIVE PLAN 


* 


Larger 
circulation, 


These are four definite results of our co-operative 
alliance with radio stations of wide agricultural in- 
fluence—WSB, Atlanta; WAPI, Birmingham; WFAA- 
WBAP, Dallas, Fort Worth; WWL, New Orleans; WSM, 
Nashville; WBT, Charlotte. This is more evidence of 
the new vitality which is steadily being built into this 
73-year old publication. 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight . . . 


1. For complete co-operation by all 
Americans to win the war as soon 
as possible and to secure a perma- 
nent peace. 


2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
lic funds. 

3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 
4. To secure first-class educational 
opportunities for all rural youth. 
5. For rehabilitation of the coun- 
try church. 


Southern 


LOS ANGELES 


NASHVILLE 


6. For widespread, profitable use 
of modern equipment, and the ac- 
celeration of rural electrification. 


7. For strong active organization 
of farmers, by farmers, for farmers 
to advance the interests of agricul- 
ture, and to promote better under- 
standing and co-operation between 
agriculture, industry and labor. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will include adequate medical ser- 
vice for everyone. 


x at 


is read by 2 out of every 5S 
White Farm Families in the South 


NEW YORK 


Agriculturist 


10. To promote the work of tax- 
supported agencies, rendering ser- 
vices vital to agriculture, and to 
eliminate wasteful duplication of 
effort. 


11. For greater opportunities for 
deserving farmers to own homes 
and other farm property; for better 
rural housing and for fair long- 
term leasing agreements between 
landlords and tenants. 


12. For an all-out aggressive pro- 
gram to give the farmer equal buy- 
ing power with other segments of 
national life. 


Frorarcter 0. Gorm 


President and Publisher 


CHICAGO DETROIT 


TAKES NEW TACK ON QUART BEER CONTAINER 


It’s easy as A’B'C:to keep beer 


SS 


full of 


SS 
= 4 


~ 


1 2 


“pep_afier it’s first opened 


OR USE PLAIN CORK LAYING BOTTLE OW ITS SIDE 


70 KEEP CORK moisT AND AIR-TIGHT 


Y “Losey Por 


© CAPS OFF TO UNCLE SAM 


y trory ume vow Duy mation ight Buppet i the ig View Quer 
© > Se ots aon cides G0k Gab on oh & geaeme 


wa hie Buy the RUPPERT “VICTORY” QUART 


This advertisement, which appeared in metropolitan New York newspapers last 
week, attempts to further popularize the Ruppert quart size beer container by 


displaying simple but effective method 


s of recapping partly used bottles 


Ruthrauff and Ryan is the agency. . 


Munro Retracts, 
Makes Settlement 
in Bristol Case 


DEFINITE RESULTS 


New York, Oct. 7.—The final 
chapter in the libel actions brought | 
against David A. Munro, publisher 
of Space & Time, by Henry Bristol 
and Lee Bristol, president and vice- 
president of Bristol-Myers Com- 
pany, and I. W. Digges, attorney, | 


|appeared to be written this week 


when Mr. Munro published a re- 
traction of the statements that 


| formed the basis of the suits and 
;made a cash settlement with the 


plaintiffs. 

Last January judgments totaling 
$7,500 were entered against the 
defendant in New York State Su-| 
preme Court. 

The Munro retraction referred to 
articles published about two years | 
ago which the plaintiffs regarded | 
as impugning their “characters, mo- | 
tives, methods, competency, abili- | 
ties and ethics.” 

“We wish to make the statement 
now that any and all statements by 
us, capable of interpretation such as 
that set forth in the foregoing para- 
graph were not so intended,” Space 
& Time said. “We have not at any 
time been in possession of any 
material or evidence as foundation 
for statements which 
construed and we are glad to print 
this retraction of any such state- 
ments made by us.” 


H. J. McKeever Joins 
Roads and Streets’ 

Harold J. McKeever, formerly 
with the advertising and publica- 
tions bureau of the Portland Cement 
Association, Chicago, has joined 
Roads and Streets, Chicago, as asso- 
ciate editor. 

Mr. McKeever formerly was an 
editorial writer for the Armco 
Drainage Products Association and 
its publication, “Highway Maga- 


zine.” He is vice-president of the 
Chicago Federated Advertising 
Club. 


Bradley Replaces Garred 

Truman Bradley 
Bob Garred’s 5:45 to 5:55 p. m 
broadcasts over the Columbia Pa- 
cific Network for the Soil-Off Mfg. 
Company. Mr. Garred has gone on 
active duty as a lieutenant (jg) in 
the Naval reserve 


has taken ove! 


might be so! 


Easy Executives 
Get Hands Dirty 


in Service Course 


(Picture on Page 35) 
Syracuse, N. Y., Oct. 8—An a 
out attack on the servicing of was')- 
ers in customers’ hands has been 
launched by Easy Washing Machine 


|Corporation with the inauguration 


of a plan for establishing rebuildins 
stations in strategic markets to 
handle major repair work from 
dealers outside the factory don 
nated area. 

The new plan of operation was 
explained to divisional managers 
by W. H. Reeve, general manage 
of the washing machine division, at 
a series of five-day meetings held 
at the factory. These meetings are 
“shirt sleeve factory training pro- 
grams” which include bench repair 
work by even the highest rankin 
executives in Easy’s washing mi:- 
chine division. 

Get Hands Dirty 

Each’ divisional manager was 
given a refresher course in recondi- 
tioning washers, the course consist- 
ing of an actual shop session during 
which the managers actually rebuilt 
used washers. In addition, they 
traveled on Easy service trucks 
operating out of the factory and 
covering the Syracuse area, thus 
getting an exceptional opportunity 
to study the service problem unde! 
all kinds of field conditions. 

To carry the training program to 
the field, R. R. Moore has_ been 
appointed to conduct service schools 
in various sections of the countr) 

Sandwiched in with the “dirty 
hands” operations at the meetings 
were presentations of the company’s 
advertising and promotion by BL 
Finn, advertising and sales promo- 
tion manager, and R. E. Weiss 
assistant advertising manager: «nd 
discussions of service parts and 
tribution plans by E. P. Bre: 
service manager, and G. W. B 
assistant sales manager. 


yo 


Calvert Boosts Maple 
James B. Maple, formerly g¢ 
tield salesman in the state es 
division, has been named ass ! 
Pennsylvania district manage 
Calvert Distillers Corporation 
will have charge of the we 
Pennsylvania area. 


“ 4sk your 
Agency 

to ask the ~ 
COLONEL!” §£> 


ts 


FREE 


WCKY 


The L. B. Wilson Station 
50,000 watts 


CBS 
CINCINNATI 


& PETERS, I 


7 Exclusive National Representa 
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‘QUIET TALKS WITH GOD 


A NON-PROFIT NEWSPAPER COLUMN DESIGNED TO MAKE 
GOD A LIVING REALITY TO THE AMERICAN PEOPLE 
Cn. me 
fdited and. Published by 


Dr. Frank B. Robinson 


: a . Be}. 4 c 
; | ae > fe 
Is I'l IS PREPOSTEROUS TO THINK THAT THE POWER OF ALMIGHIUPY GOD) THE CREATOR OF THIS UNIVERSE 
IS SO WEAK AND IMPOTENT, AND SO FAR AWAY THAT UP CANNOT SMASIL THE TWO MURDERING CRIMIN- 
ALS, HITLER AND TOJO, AND BRING A SPEEDY END TO THE HORRIBLE HUMAN CARNAGE BEING WIT- 
NESSED ALL OVER THIS WORLD. PERHAPS OUR RELIGIOUS STRUCTURE DOES NOT BELIEVE THIS CAN 
L BE DONE. PERHAPS WE HAVE BEEN SO USED TO THE IDEA THAT GOD IS IMPOTENT TO HELP IN THIS 
= HOUR OF CRISIS, THAT WE ARE AFRAID TO DEPART FROM TRADITION AND GIVE GOD ALMIGHTY A 
nd CHANCE TO BRING HITLER AND TOJO TO A SPEEDY DOOM. THE WRITER OF THE “QUIET TALKS WITH 
s- GOD” COLUMN HAS A BIT MORE CONFIDENCE THAN THAT IN THE PRESENT EXISTING POWER OF GOD. 
HK KNOWS THE POWER OF GOD EXISTS AND HE KNOWS HOW TO USE THAT POWER AGAINST THE AXIS, 
BRINGING ITS SPEEDY DEFEAT. THIS CAN BE DONE. 
* * * 
KITHER THERE IS A SUPREME POWER THAT CAN BE USED AGAINST THE AXIS OR THERE IS NOT. WE 
ALL KNOW THERE MUST BE. BUT HOW TO FIND AND USE THAT POWER IS SOMETHING ELSE AGAIN. IT 
Is HIGH TIME THAT AMERICA AWAKENED TO THE FACT THAT THE INVISIBLE POWER OF GOD CAN BE 
FOUND HERE AND NOW. IT IS HIGH TIME THAT TRADITIONS ABOUT GOD BE REPLACED BY THE ACTUAL. 
POWER OF GOD. 
* * * 
= “QUIET TALKS WITH GOD” is a daily newspaper column which will be released October 15th. Like the “PSYCILLAN A” corporation. 
th: column will be strictly non-profit. The charges are just low enough to cover cost of production, and if there should be a surplus, it will be 
donated to The Shrine Hospital for Crippled Children. 


NEVER WERE THE AMERICAN PEOPLE MORE HUNGRY FOR THE FACTS OF GOD... YET 
NEVER WERE THEY MORE CONFUSED. SMART NEWSPAPERS WILL CARRY THIS COLUMN 


For full particulars write 


“QUIET TALKS WITH GOD” 


MOSCOW, IDAHO , t a 
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ADVERTISING AGE 


October 12, 1942 


Spiegel, Mail 
Order Company, 
Starts Campaign 


Chicago, Oct. 8.—Using full pages 
in The American Weekly and Life, 
and newspaper copy in some of its! 
shipping cities, Spiegel, Inc., mail 
order company, this week unveiled 
new promotion for its catalog. The 
theme of the campaign is the dec- 
laration that “More and more 
America is shopping by mail.” 

E. L. Swikard, vice-president and 
advertising manager of the com- 
pany, told ADVERTISING AGE that 
Spiegel had adopted the campaign 
in part as a bid for cash business. 
With new credit restrictions im-| 
posed by the government, the com-| 
pany began, early in 1942, to put 
more of its business on a cash basis, 
and to rid itself of the “credit| 
house” reputation it had built up. 

Previously, Mr. Swikard ex-| 
plained, the bulk of Spiegel’s busi- | 
ness had been done on credit, a | 
natural outgrowth of the company’s | 
policy of not charging for credit ex- 
tension. 


Has Charge Account Plan 


One unusual 
merchandising 
account plan 


facet of Spiegel’s 
30-day charge 
permits, Mr. 


is a 


which 


j}among mail 


| Life 


mail.” This practice is unique 
order companies, 
although Montgomery Ward & Co. 
is reported to be experimenting 
with a similar arrangement. 
charge account is, of course, ex- 
| tended only to established custom- 
ers. 

Incidentally, Spiegel 
have taken the hardest bumps of 
any of Chicago’s major mail order 
houses, primarily as a result of its 
decision to switch to a cash basis. 
In reporting a decline of 22.2 per 
cent in September sales from 1941, 
the company revealed that for the 
nine months ended Sept. 30, 
were $28,466,921—a decline of 20.4 
per cent from the $35,778,088 racked 


|}up in a similar period in 1941. 


In Select Circle 


The mail order company thus| 
joins a mail order band of national | 
/advertisers. Chicago Mail 
Company is just concluding a small- 
space campaign for its coats which 
| appeared in Farm Journal and Far- 
|mer’s Wife, Ladies’ Home Journal, 
and McCall’s. According to 
Roscoe L. Weiss, advertising man- 
ager, no _ further promotion is 
planned at this time. Montgomery 
Ward & Co. has used magazine ad- 
vertising for some time. 


The | 


seems to} 


sales | 


Order | 


‘6 
Swikard said, “store convenience by | | Wow | to Guee 


Under New Company 


A new company has been formed 
to operate Station WOW, Omaha, 
and the Woodmen of the World Life | 
Insurance Company has withdrawn 
from active participation in the sta- 
tion which it founded in 1923. 

John J. Gillin, Jr., general man- 
ager of the station for 10 years, and 
now listed as president and general 
manager, said that the transfer to 
the new company would be subject 
to approval by the FCC. Others 
listed in the articles of incorpora- 
tion are Francis P. Matthews, attor- 
ney; H. E. Milliken, president of 
Omaha Printing Company; M. M. 
Meyers, investment broker; Jacob J. 
Isaacson, Ak-Sar-Ben activities 
manager; Robert P. Samardick, 
|former chief of policy and vice- 
|president of Danbaum, Inc., all of 
|}Omaha; and Guy C. Myers, New 
York financier; and Thomas J. 
Wallace, Winnetka, IIl., vice-presi- 
dent of Russel M. Seeds Company, 
| Chicago agency. 


Charles P. Dickson Resigns 


Charles P. Dickson, formerly sec- 
retary and advertising manager of 
Prairie Farmer-Station WLS, Chi- 
cago, has resigned. He will retire 
temporarily to his farm near White 
Sulphur Springs, W. Va., and 
possibly enter some phase of war 
| activity. 


Toledo IS a great market 
...and greater today than 
ever before. Blade circu- 


lation... now ata 


high .. . reflects Toledo's 
increased production... 


increased income .. 


creased importance to the 
advertisers alert to current 


trends. 


Circulation now in excess of /f 


2nd largest evening newspaper 


3,00 


oe, 


new 


. in- 


Toledo's $00-odd factories 


cn a 24-hour 
n Ohio trading area 


basis 


BY PAUI BLOCK AND 


$e aE >» 


DOUBLE 
VALUE 


MARKET 


PLUS 
make this truly Ohio's DOUBLE VALUE market 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED 


busy with producing war materials 
its rich surroundine agricultural 


ASSOCIATES 


| American Federation of Musicians’ 
|move limiting commercial network 


| the 


HELP NEEDED 


URGENT 


THIS COMMUNITY FACES 
AN EMERGENCY ! 


THOUSANDS OF WAR WORKERS 00 tneie fam- 


ihes now in this area need rooms and apartments 


Unless we help them, war production will be very 
maternally slowed down 

Also, war industries are expanding, and somehow, 
someway, we must hind living accommodations for 
additonal thousands of workers soon to arrive 
Spare space in our present homes will help solve 
this serrous and pressing problem 

If you have 
worker, list it either with the Housing Bureau of 
the Chamber of Commerce, GLencourt 7800, or 
with "Miss Housing”, TWinoaks 4771, which is a 
special bureau for shipyard workers 


4 spare room you can rent to a war 


If you have space im your attic or basement, or a 
spare room, investigate the possibility of comvert- 
ing this space into healthful living quarters 

Federal regulations permit loans to finance this 
work and we shall be glad to assist you un every way 
possible ia making your financial arrangements 


This is @ real chance to help in 
America's wor effort 


memeee Feweeae werent 
(meet Amee CORPORATION 


be (hebiand a 


INVEST AT LEAST 10% OF YOUR INCOME IN 
WAR BONDS EVERY PAY DAY 


Central Bank of Oakland, Cal., did its 

bit to solve the local housing problem 

with this newspaper advertisement. Emil 

Reinhardt Advertising Agency prepared 
the copy. 


Petrillo’s Ban on 
Rebroadcasts Hits 
Net Advertisers 


New York, Oct. 7.—Network ad- 
vertisers using transcribed repeat 
broadcasts this week ran headlong 
into James C. Petrillo’s recent ex- 
tension of his union’s ban on 
recordings. 

Three large users of 
directly affected by 


radio were 
the latest 


recordings—General Foods, Bristol- 
Myers and Sealtest, Inc. It was 
learned here today that General 
Foods’ Jack Benny show, aired over 
the full NBC net, will dispense with 
the Pacific Coast repeat show 
usually heard over the Blue Net- 
work, having decided against put- 
ting a second live program on the 
air. 
Bristol-Myers, 


which launched 
“Duffy’s Tavern” on the Blue this 
week, had intended to have the 
Tuesday-at-8:30 p. m., EWT, broad- 
cast taken off the line and rebroad- | 
cast over the Blue’s Pacific coast 
stations at 8:30 p. m., PWT. Under 
the new set-up, however, “Duffy's | 
Tavern” was forced to decide upon | 
a live rebroadcast in order to cover | 
the West Coast. 

At this time, the position of the 
Sealtest “Rudy Vallee” show is still | 
vague, but it is expected that the. 
transcribed repeat usually aired | 
over the Blue’s coast outlets on Fri- | 
days from 7:30 to 8 p. m., PWT, will | 
be banned. The live show is heard 
the previous evening, Thursdays 
from 10 to 10:30 p. m., EWT, or 
an NBC network. 


Nominates Legion Admen) 


The nominating committee of the | 


| Advertising Men’s Post 209, Ameri- 


can Legion, New York, has nomi- 
nated the following for officers for 
year beginning Oct. 19, 1942: 
Commander, Benet Polikoff; adju- 
tant, Warren O. Woodward; finance 
officer, Edward Y. Mavian; vice- 
commanders, Frederick D. Brown, 
James H. Gray, Walter F. Wyman, 
Edward A. Stern and Walter M. 
Walters; sergeant-at-arms, Robert J. 
Glenn; historian, James G. Russell; 
chaplain, Rev. Frank P. Beal, and 
judge advocate, Pliny A. Porter, Jr. 


Humphreys Retires 

C. F. Humphreys, director of 
design for Armstrong Cork Com- 
pany and the artist who drew the 
first linoleum pattern produced by 
the company 34 years ago, has re- 
tired after 58 years as a linoleum 
designer. His son, Harry S. Hum- 
phreys, will continue to serve as 
Armstrong's chief designer. 


Army Ads Try to 
Spur Enlistments 
in 18-19 Bracket 


New York, Oct. 8.—Though Co»- 
gress has not as yet taken an, 
active steps towards lowering the 
draft age to include young men o! 
18 and 19, the U. S. Army this wes 
again stepped up its efforts to enli-: 
men in those age brackets. 

Newspaper insertions in 1,250- 
line size, offering “new enlistme: 
privileges” appeared today in 7 
papers from coast to coast. “Rigi: 
now,” the ad stated, “before you 
reach your 20th birthday, you ha’ 
an opportunity open to men in 
other age group... the right ¢ 
enlist immediately and select o1 
of 13 different branches of the U. | 
Army.” 

Prominence was given to a state 
ment by Lt. Gen. Brehon B. Some: 
vell to the effect that “it is no! 
enough for our Army to be as bi 
and as well-equipped as the enemy 
—it should also be as well-balance 
in age groups. The Army invite 
American youth to answer thai 
challenge.” N. W. Ayer & Son 
the agency. ; 


L & T Raises Mann 


Harwin T. Mann, formerly man 
ager of the media department, has 
been named director of marketing 
media and research of the Los 
Angeles office of Lord & Thomas 
He has been a member of L & T’ 
staff for 14 years. George Weave: 
formerly market research manage 
of the Los Angeles Daily News, has 
been appointed research manager, 
replacing Lt. Charles Melvin, now 
on active duty with the Navy. 


Raises S. H. Gorman 


Selden H. (Doc) Gorman, for the 
past six years in charge of sales and 
production for the feed water treat- 
ing department of Allis-Chalmers 
Mfg. Company, Milwaukee, has 
been named manager of deale: 
sales. 


“ATLAS” presents 
— Chemical Market 


= = Daily Deaial Market — 


—the ONLY daily tradepaper 
exclusively serving the chem- 


icals, drug, paint, oil and 
allied industries with up-to- 
the-minute market develop- 
ments and trade news. 


Created to meet war de-| 
mands, DAILY CHEMICAL | 
MARKET is the only daily 
paper exclusively serving) 
these industries. 
Specifically directed to these 
important fields, DAILY CHEM- 
ICAL MARKET'S readership 
concentrated and eliminates 
aste circulation. Whether 
you manufacture, buy, sell 
distribute commodities e! 
braced by the above indi 
tries, DAILY CHEMICA 
MARKET warrants a pro! 
inent place on your advert 
ing schedule. It is the m 
logical medium to carry y: 


: 
} a + sti dyy au 
sales or instit copy 


itional 
yo ur customers and the trac 
Write for full particulars 
rate card to: 


DAILY CHEMICAL MARKET 


Published by Atlas Publishing C 
19 i$ 


133 West 2st Street, New York 


Oct 
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Oct« ber 12, 1942 


ADVERTISING AGE 


Sy 


He inz Takes Over 


spent about $55,000 in magazines. 
Meanwhile, the Heinz experiment 
as a competitor for the nation’s 


Duffy-Mott Plans Drive 
Duffy-Mott Company, manufac- 
turer of Mott’s apple products, is 


Court Injunction 
Halts Imitator of 


the mistaken belief it was buying 
the Chesebrough product.” 
In its complaint, Chesebrough 


' . . cleansing dollar was reported to/ returning to national magazines stated that Hollywood Cosmetic had 
Di tribution of have bogged down slightly due to with the strongest advertising N ‘'V li ‘ copied the Vaseline hair tonic label 
> the fact that government require- schedule in_ its history. Cartoon ame aseine and simulated its color scheme “all 
. — ments for the detergent used in advertisements are scheduled to New York, Oct. 6.—A complaint With the purpose and object of cash- 
R Swerl is currently limiting the sup- appear in every issue of Good filed by Chesebrough Mfg. Com-| ing in on the reputation of Vaseline 
Wi- al alsins ply of that product and is retarding Housekeeping, Life and Woman's pany, 5 involving its trademark | hair tonic.” The injunction was 
distribution to some extent. Swer] Home Companion. Al Paul Lefton “Vaseline.” today resulted in an| handed down by the U. S. district 
Advertisin of Cow is a soapless detergent which Heinz a Philadelphia, is the injunction restraining Hollywood | court of the southern district in 
' g p is promoting on a test basis in a “& -* tee ite Cosmetic Mfg. Company from using | California. 
Unaffected by number of markets, although as yet | , the name “Vanaline” on a_ hair aia maa 
7 it does not actually own the product. Buys Purity Oats tonic 
Marketing Change sateen General Mills, Minneapolis, has The judgment stated that the P&G Contest Announced 
Rohrabaugh to Kudner purchased the reny — Company defendant “conceived the unfair and}, The National | Soap Sculpture 
pi ‘sburgh, Pa., Oct. 8.—Another : at Keokuk, Ia. The company will is chitin ae cate take Committee, New York, has an- 
chap‘er in a‘story that might well Cc. M. Rohrabaugh, formerly continue to produce under the _ a . ™ oe s = unis nounced its 19th annual Ivory soap 
ne c.lled “The Wartime Adventures account executive at Ward Whee- Purity Oats name, and C. M. Hid- — earing ne name ana ine sculpture competition for Procter & 
ae : aici pect, ~-|lock Company, Philadelphia, has ding, general manager of the plant. 2nd “thereby profiting through the | Gamble prizes totaling $1,120 in 
of H_ J. Heinz Company,” was writ-| joined Arthur Kudner, Inc., New will continue to direct operations demand which would result from|cash. The contest closes May 15 
ten ‘nis week as the famous packer | York, in the same capacity. under General Mills ownership. the public buying the same under 1943. ; , 
of “57 varieties” and the Sun-Maid | ; 
Rai Growers’ Association an- | 
nounced that Heinz is now handling | f 
sales and distribution of the Cali-|]) 
forni: product. dT 
For 12 years, Sun-Maid sales and |}) 
distr bution have been handled by 
100 food brokers throughout the 
nation. With this type of distribu- | 
tion periled by the _ increasingly | 
serious plight of most brokers due 
to the exigencies of the war, the 
raisin cooperative turned to He nz 
as a distribution agency. And in its | 
turn, Heinz welcomed the oppor- 
tunity to distribute Sun-Maid rai-: 
sins as a means of replacing some | 
of its own lines which have been | | 
eliminated or restricted. = apong ; 
Heinz will distribute, market and | Among other companies using 
merchandise Sun - Maid raisins The New Yorker to sell people whose 
through the same channels and sales | ideas other people copy are: 
personnel used for its own products. | 
The raisins will be delivered by the | AMERICAN TEL. & TEI 
association to Heinz warehouses BANK OF NEW YORK 
throughout the country and from BAUSCH & LOMB OPTICAL CO 
that point on the Heinz company |} BELL AIRCRAIT | 
will take over the distribution, mer- |]) 
chandising and sale of the civilian |[} Cane een we Cewenoees 
output of the cooperative, which has | GENERAL MOTORS CORP. 
a membership of about 3,000 grow- | DE BEERS CONSOLIDATED MINES 
ers, representing about one-third of | EATONS OF CANADA 
the nation’s total raisin crop. FARNSWORTH TELEVISION & RADIO CORP, 
Advertising Not Affected At HUNTLEY & PALMERS 
Des) te this arrangement, adver- ||| cpeonaigeeaiclapecliennesdle 
using Sun-Maid raisins will be ||| LADIES’ HOME JOURNAI 
in way affected. According to . LIFE MAGAZINE 
Hunter L. Scott, advertising man- |) LOCKHEED AIRCRAFT COR/. 
ager of the raisin association, all |) , = 
advertising will be handled from the |) ‘ pebporncn price — 
co-op’s Fresno, Cal., headquarters “ ‘ ” GLSHE i SABES CO. 
as in the past. “The fact that Heinz | | | We knocked the hell out of ‘em NEW YORK CENTRAL 
has taken over the sale and distri- | PEEK FREAN, LTD. 
bution set-up of Sun-Maid has in J) PENNSYLVANIA RAILROAD 
| no way changed the advertising |]} : 
set-up,” he said. Lord & Thomas, |}! PHILADELPHIA EVENING BULLETIN 
San Francisco, continues as the Sun- J} { PHILCO CORPORATION 
Maid agency. The last aggressive ; f SOLAR AIRCRAFT COMPANY 
Sun-Maid promotion was launched \ / 7 U, 8S. NAVY RECRUITING BUREAL | 
in the fall of last year when the [| 1 VULTEE AIRCRAFT, INC, 
“take your change in iron” slogan |} 

WACO ATRORAEFT COMPANY | 
was developed to sell penny packs || vr ’ 
of raisins as confections. That year ( — — 
Sun-Maid was reported to have J) " 5. ; ' | 


| F | 


Hop, | air as Sad uentes GGMUE cael stacshdanad # Gea mele BOEING | 


Ist Q. advertising up 16% 
from 458 pgs. to 530 pgs. 


|| Step, 


| 2nd Q. advertising up 19 % 
from 497 pgs. to 593 pgs. 


Jump: 

* 
3rc Q. advertising up 39 % 
from 459 pgs. to 638 pgs. 


ane 


HE magnificent performance mould public opinion in the — men and women of the country 


of the B-17 Flying Fortress nation. 


who mould public opinion. Ad 


has gained for its makers an en \long with an increasing num vertising in THE New YorKER | 


viable reputation in the aviation her of other industries, Boeing is reaches these key people at the 


world. And the Boeing Airplane using the pages of THe New top— people who must be reached 


Company recognizes the impor Yorker to tell these people what to maintain and preserve the rep 


tance of maintaining that repu- utations which industries have 


they are doing during the war. 


tation with the people at the top THe New Yorker is one maga painstakingly built up through 


—the men and women who — zine that ts read closely by the the years. 


THE | 


NEW YORKER 


No. 25 WEST 4320 STREET 
NEW YORK, N.Y. 


THE NEWS-BASE OF 
MANAGEMENT'S DECISIONS 
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October 12, 1942 


Smaller Dailies 
Hit Hardest by 
Linage Shrinkage 


Harrisburg, Pa., Oct. 7.—News- 
papers with less than 25,000 circu- 
lation are harder hit by wart.me 
economy than are newspapers in the 
larger cities, a survey of linage fig- 
ures of 40 Pennsylvania newspapers 
made by the Pennsylvania News- 
paper Publishers’ Association shows. 

Total linage for the first eight 
months of this year is 11 per cent 
behind 1941 for the Pennsylvania 
newspapers included in the study. 
Newspapers in the 52 large cities 
measured by Media Records show a 
linage loss of only 6.7 per cent for 
the same period. 

National advertising is largely 
responsible for the heavy loss on 
many of the small newspapers, says 
the PNPA. These newspapers have 
reported national losses of more 
than 50 per cent in some months, 


while local display has not held up| 


as well as in the metropolitan areas, 
according to the survey. Classified, 
on the other hand, is holding up 
well in the smaller communities, 
while the metropolitan papers have 
experienced a loss of approximately 
10 per cent. 


‘Chicago Tribune’ Begins 
Two New Sunday Sections 


The Chicago Tribune on Oct. 18 
will launch a new Sunday feature, 
a section devoted to current books. 
Reviews will be written by critics 
and literary figures drawn mainly 
from the Midwest. In _ addition, 
there are to be columns of com- 
ments and stories about authors, 
book publishers and book sellers. 
The Wednesday book page, edited 
by Fanny Butcher, will appear as 
usual, and Miss Butcher will con- 
tribute a special column to the Sun- 
day section. 

A new tabloid feature section was 
added to the Sunday Tribune on 
Oct. 4. Printed on newsprint, with 
front and back covers in color, the 
first issue numbered 24 pages de- 
voted to women’s features, fashions, 
movies, beauty, music, drama, fic- 
tion, household departments and a 
radio guide. A. M. Kennedy, Sun- 
day editor of the Tribune, directs 
production of this section 


Ornberg to Paint Co. 


R. A. Ornberg, formerly with | 
Curtis Lighting, Inec., has been 
appointed advertising manager of | 
American-Marietta Company, Chi- | 


cago paint manufacturer, succee 
ing Z. H. Mischka, who has joined 
the staff of Russell T. Gray, 
Chicago industrial agency. 


jat 
d- | front, is backed by 


Inc., 


Main Items Fall 


Ott, So Krattile 
Pushes ‘Orphan’ 


San Francisco, Oct. 8.— Repre- 
senting a switchover in which an 
old product is introduced to a new 
market, Kraftile Company, Niles, 
Cal., used a full page in the October 
fall garden issue of Sunset Maga- 
zine to spearhead promotion of its 
patio Kraftile in the new stay-at- 
home market, telling home crafters 
how to build their own inexpensive 
patios, garden path and _ staircase, 
etc., with the company’s product. 

Manufacturer of glazed structural 
tile units for inside and outside 
uses, including bathroom 
sories, and now faced with a certain 
amount of wartime curtailment of 
markets for former first line prod- 
ucts, Kraftile Company has decided 


ito place vigorous promotion behind 


what had formerly been essentially 
a by-product of small volume sales. 

Through Sidney Garfinkel Adver- 
tising Agency, San Francisco, 
campaign for patio Kraftile, aimed 
the popular home and garden 
carefully 
displays 
The new 


planned sales technique, 
and direct mail to dealers. 


| market is sought through nurseries. 


acces- | 


|awards 


the | 


department stores, hardware stores, 
retail lumber yards and the like. 

In addition to full pages in Sunset, 
the program calls for use of news- 
papers and radio in the central Cali- 
fornia territory, following an earlier 
small-space newspaper test cam- 
paign which developed exceptional 
results. The initial Sunset ad, head- 
lined “How to Build Your Own In- 
expensive Kraftile Patio. It’s fun! 
It’s quick! It’s easy!”, described 
three steps required to convert an 
unplanted corner into a Kraftile 
patio terrace and offered a_ free 
booklet entitled, “Kraftile Book of 
Ideas for Amateur Builders.” 


‘McCall's’ Awards Given — 


at Gas Convention 

First prize in McCall’s annual 
for outstanding contribu- 
tions to the advancement of better 
living through home gas appliances | 
went last week to Joie Kammer, | 
home service director of New Or- | 
leans Public Service. The scene was | 
the American Gas Convention held 
in Chicago. 

Second and third place went, 
respectively, to Florence Matheny, | 
home service director of Southern | 
Counties Gas Company, Monrovia, ' 
Cal., and Jeannette Campbell, home | 
service director for Minneapolis Gas | 
Light Company. 


“There it is—Your Land of Tomorrow 
and We are Your Highway to it!” 


— 


TO THE PUBLIC 


hes 


Some Commandos Wear Aprons! F<, 


_—— 
- ¥ 


READ_ 


¢ 7. 8 To help you save and serve for ¥. cory! 
os 


oomeevemomee ADVERTIS NG 


This is the first in a series of 13 ads ore. 
pared by Fitzgerald Advertising Ag ney 
for newspapers and already under 
in Southern dailies. Government bu -aus 
have approved the drive, which wa: de. 
signed to convince the public and © usi- 
ness men of the value of advertis ng, 


Southern Dailies 
Start Publishing 
Agency Ad Series 


New Orleans, Oct. 8.—What started 
out to be a promotional camp. ign 
for Fitzgerald Advertising Agency 
spread to a group of Southern ne ws- 
papers last week as a mean: of 
convincing both readers and adver- 
tisers of the wartime worth of 
advertising. 

The campaign includes a series of 


13 ads, booklets to be mailed to | 
prospects, and sales manuals fo) 
each member of the newspaper's | 


advertising staff. The copyrighted 


program, available on an exclusive | 


basis in major cities, is sold on ; 
sliding scale, based on circulation 
and costs less than the charges 
which would be run up by any 
single publisher. 

The drive is designed to show the 
public the value of newspuipe! 
advertising today; to convince them 
that the government is in favor of 
—not opposed to—advertising; and 
to tell business men what advertis- 
ing now will do for them. The 
same ad format is followed, starting 
with an official Army or Navy 
photograph and concluding with 
statement about advertising fron 
some prominent Washington official 
OWI, Army and Navy officials have 
endorsed the program and granted 


4 


One 


Order—-Two Plates. 5 


Ae 7 ) OUR lingo of business is Greek 


to us. Maybe our patter is Greek 
to you. We can't read a zig-zag 
graph or pie chart for beans but, 
we do put up-zigs on graphs and 
broaden the pie cuts. Weve been 
doing that since we started carrying 
some weight around our homes. 


about 390,000 of us 
graduate into what you would call 
“leadership status.” We'd call it 
“steering our mob.” You know, we 
have something on the ball the 
other guys like ... or we have a 
style the other girls like. That's be- 
cause we have ideas. We're cooking 
with gas. 


Every year 


We're pushing our influence around 
right now. But wait! It won't be 


ence crowd. We'll be leading the 
millions who'll be waiting for goods 
when you can make them again, 
after Vietory ... in the Land of 
Tomorrow. 


Why don’t you tell us all about you 
and your business now? What you 
tell us now is not only important 
now ... it will be even more im- 
portant THEN than anything you 
try to tell us in a big rush when 
tomorrow comes. 


American Youth is eager and anxious to 
KNOW what Business means to Amer- 
ica... and to the American Way of 
Life. Youth today is wielding more and 
more buying influence. What it thinks 
today is tomorrow's public opinion. Get 
this Youth Story Straight. Then Tell 
YOUR STORY Straight to Youth... 


permission for quotations. Presi- 
dent Roosevelt's message to th 
AFA, assuring that “advertising 
will have a worthwhile and patri- 
otic place in the nation’s total wa 
effort,”’ is quoted in the initial ad. 

Dailies using the campaign in- 
clude the Atlanta Journal, Birmiing- 
ham News and Age-Herald, Mob 
Press and Register, Monroe News- 
Star and World, New Orica 
Times-Picayune, San Antonio Ex- 
press and News and _ Shrer por 
Times. 


Names Duane Lyon 
S. Duane Lyon, Inc., New York 


has been named agency for the Lan- 
guage Guild, New York. 


—_ 


Indiana Markets 


Youth Leadership Magazines, 
with a Total A.B.C. Circula- 


tion of 1,550.000,. 
Discount of 10% 


.AtaGroup 


you can do it with a fraction of your 


long before we'll be the top-influ- 


advertising budget. 


Send for Your Copy of “The Facts of Life for Business” 


The YOUTH GROUP 


OPEN ROAD FOR BOYS « YOUNG CATHOLIC MESSENGER 


New York: 32 East 57th Street 


AMERICAN GIRL « BOYS’ LIFE « YOUNG 


Boston: 729 Boylston Street 


AMERICA 


Chicago: 9 West Washington Street 


Detroit: 2842 W. Grand Blvd. 


No 2 


IN DRUG STORE SAL!S 


Drug Store Sales in Fort Way © 
are consistently good. Last c 
sus showed Fort Wayne D 
Store Sales 25% ahead 
Indiana’s 3rd largest mar* ' 
New factories, bigger pay 1 
increased employment, mak: 
an even better market toc 


FORT WAYNE 


Che News Sentine! 
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butter. The promotion, which is wm : ury will stress savings in the price of 

fore Contests based on the Pontos “Choice of Chi- Bo an Heads Pillsb Clopay Unrolls shades, which Clopay states are 
cago’s Finest Eating Places,” will War Supply Department N C : { made of cellulose fiber, over regu- 

continue for six months. Burton F. Bowman has been ap- ew ampaign or lar shades; that the saving can be 


ic stri ar i irector of the newly-cre- : used to purchase war bonds; that 
Newspaper comic strip ads are | Pointed direc : S se n : 
fo Feature New Fe eeee. ocak evecy week for| ated war supply department ot Window Shades the lady of the house can have new, 
gc ey sage Pet. Pillsbury Flour Mills Company, ‘ . clean window shades every year; 
26 weeks in the Chicago Tribune, yinneapolis. The department will) Cincinnati, Oct. 8.—The use of _% 


: Herald-American and Times, and negotiate all supply contracts with | wartime window shade tricks and that they yb vital metal; that on 

over oom rive reminder ads will run twice a week | the armed forces. — means to offset the discomforts shades will keep the house wore s 
in the Daily News and Sun. In ad- Mr. Bowman has been an active} brought on by the war, provide the saving fuel; and that wen — = 

Chicago, Oct. 7.—Armour & Co.’s| dition, half-pages in color in the member of Pillsbury’s post-war theme of the new advertising cam- 7 ed ee ae pots oa 
first major promotion of its Clover- | Sunday Tribune will feature. planning committee. paign of Clopay Corporation, manu- rer “ys — te Pe lon * ; = 
bloom butter and cheese since the | Meadow Gold butter. en facturer of paper window shades, ra _— we ee pear , : _— : ” ' 

Se at all 3 e 1e Window Shade Institute 

early 1930’s will open about Oct. 15| To complete the schedule, Two Named Vv. P.’s in a schedule that will be run in ; . : = 
in over 50,000 retail stores through- | Meadow Gold is featured on Paul a aeeiiaiis tik. Sider Wate American Home, American Maga-. Fall Campaign Now Under Way 
out the country. Basis of the na-|Gibson’s ‘Housewives’ Protective | | ency. has gro Me U ‘ = Parr zine, The American Weekly, Better The fall campaign has just 
tionwide promotion will be a cash| League” show every weekday over | Welsh ae Rufus B. Burnham wiatn Homes & Gardens, Farm Journal | started, but company officials state 
prize coloring contest for children. (Station WBBM, and 200 outdoor presidents of the company. Both and Farmer's Wife, Household, | that their retail outlets are well 
ver a million 16-page picture | posters in Chicago and the suburbs men have been serving as account Ladies’ Home Journal, Life and The | pleased with the consumer response. 
books telling the story of Clover-| carry the message. Lord & Thomas executives of the agency for a num- Saturday Evening Post. | Stockton, West, Burkhart, is the 
bloom butter and cheese in picture! is the agency handling the account.| ber of years. The ads, addressed to women, 
and rhyme have been delivered to) 
Armour dealers for distribution as 
handouts with each purchase of a 
Cloverbloom product. The contest) 
is being handled as a store promo- | 
tion exclusively, and Armour is | 
using no newspaper space to an- | 
nounce it. Dealers have been sup- * 
plied with window posters and dis-| #iii™ 
play cards giving details of the 
contest offer. 


First Prize is $50 


Cash prizes ranging from $50 
down to $1 will be awarded to the 
best-colored entries from each of 
three age groups, 5-9, 10-14 and 15- 

‘ 19. To encourage dealer coopera- 
d tion with the contest offer, Armour 


agency handling the account. 


will give identical cash prizes to) 
dealers from whom the winners re- 
; ceive their books. 

_ At the close of the contest Dec. 1 
' 7 entries will be judged by a com- 
mittee headed by Dave Lockwood, 
rt director of Lord & Thomas, Chi- 
cago, Armour’s agency. 


BOOSTS PROGRAM FOR 

BORDEN ‘DESSERT’ CHEESE 
New York, Oct. 5.—With the 

theme, “Cheese for Dessert,’ Bor- 


LI 
cuwe DOES THE JOB! 


It takes perfect teamwork on the part of each member of a church choir to make that 
choir a success. And it takes perfect teamwork to make your radio promotions a grand 
success, too! That's why you should take advantage of the WCBM-BLUE Network team 
to do your job in Baltimore. The BLUE offers Baltimoreans their favorite programs seven 
days a week, while WCBM offers you the most economical rates for a major network 
station. Get all the details! 


4 @ den Cheese Company, New York, | 
yn ecently launched its 1942-43 cam- 
ses paign on Camembert and Lieder- 
ny ranz cheese with a half-page, four- 

color ad in Life. 
the Eastern editions of Woman’s Day 
Der are to carry two-thirds pages in two 
em colors, with smaller space scheduled 
of & in Cue, Gourmet and The New 
ind & Yorker. Business papers in the 
tise ) restaurant and hotel field will carry 
The | ~=half pages. The campaign will push 
ing cheese as a popular substitute for 


dessert now that canned fruit sup- 


N 4 plies and sugar are limited. 


|| MEADOW GOLD OPENS 
ave | CHICAGO CAMPAIGN 


ited Chicago, Oct. 5.—Beatrice Cream- 
esi- — ery Company has begun a new cam- 
the paign using newspapers, radio and 
sing outdoor posters in the Chicago met- 
itri- ropolitan area for its Meadow Gold 
wa 

d. 


“} NEW HAVEN 
“| is Feat! 


SPOT SAL oe 


| : fa 


In 1900, a young New Haven busi- 
ness man, Clifford Beers, suffered 


5 4 sudden mental breakdown. He | 
spent three years in Connecticut 
» Private and public institutions. Up- 


on his recovery Beers wrote the 
World-famous autobiography ac- 
count of his illness “A Mind That | 
Found Itself.” In 1908, 14 people | 
met at the home of Dr. Anson P. 


t Stokes in New Haven and formed 
the first mental hygiene society to 
revolutionize methods of the care 

F of mental patients. Today 50 na- 
tions have similar societies 


Che New Haven Register 
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Can Wel! . Ad-libbin g 
an We Increase Production 
7. Ld . 

for Civilian Use? Gallery of Ideas {Lippmann to task this week for a 
| One of Ad-Libbing’s scouts re-| recent column in which he deplored 
With production of goods for|product. Since price ceilings are cently reported an informative trip the ghosting of speeches and — 
civilian use being curtailed almost) fixed, the manufacturer finds him- | with pack and gun through the | ments for public officials. Mr. Lipp- 
daily, the question asked in the title| self with a market capable of ab-| wilds of Chicago’s Printers’ Row. | mann seemed to feel, somehow, that 
of this editorial may seem com-|sorbing additional supplies, but un-|The most unusual sight, our infor-|the ghost couldn't have quite the 


pletely out of line with the trend of|able to furnish them because of | Mant says, is the Gallery of Printed | same feeling for his subject as he 
the times. However, we believe| automatic increases in production | [deas maintained by the Swigart| would have if it were appearing 
that it is worth while to consider! costs if the work week is length- Paper Company. In a long, paneled | over his own name, and that as a 
the problem seriously, and to de-| ened. room, the company has" mounted | consequence it frequently happened 
termine whether making a larger | Stee CMA etiie ctteniinn Gittins. outstanding examples of printed! that what the ghost said, and what 


promotion, ranging from broadsides 
to menus. The idea is that any rep- 


the ghostee did were entirely dis- 
similar things. He contended that 
resentative of a printer, an agency,|the people nowadays want action, 
anyone else wanting to get out| not words, and went on: “Believing 
some printed material may drop in|that words can sell ideas, being 
and browse at leisure. In an ad-| themselves separated from the busi- 
joining room, printed ideas are | ness of action, the public relations 
catalogued and classified, so that| experts usually miss the essential 
the idea-hunter can see what's do-| point about effective public utter- 
ing and what has been done in the | ance. It that in public affairs 
field in which he’s interested. No! words are effective only as they are 


volume of goods available to civil- 
ians would not only improve their 
position and benefit the manufac- 
turers and dealers who supply 
them, but also have a positive effect 
in combating the trend toward in- 


/ously to the gap between consumer 
purchasing power and available 
supplies of goods as the reason for 
|the price controls which it is en- 
| forcing. But it is obvious that sup- 
| plies of goods could be increased 
flation. provided the work week were 

Industries which have been de- | lengthened to a reasonable extent 
prived of raw materials because of | without over-time penalties in pay 


or 


is 


war needs cannot, of course, increase | 


production. 
primarily of those industries which 


rates. Just how much additional 


Thus we must speak | product could be turned out in 
eight additional hours, for example, 
are still in the fortunate position of | 
being able to obtain sufficient raw|in potential output, 


is not hard to figure. It represents, 


more 


materials, labor, power and trans- | theoretical gap between purchasing 


portation. But there are still a con-| power and available supplies cited Stowe Poem the GC can understand actions taken by oul 
siderable number of these in this| by Mr. Henderson. . 5 com ae Gaps |public men and by our business | 
classification, and they are capable| The same reasoning applies to Major Leroy B. Miller, public re-| men. And in a democracy, it is par- | 


of expansion, provided the opportu- 
nity to do so is given them. 

The primary obstacle, of course, 
is price ceilings. Neither manufac- 


| war production, of course, but in the 


than the | 


strings are attached to the offer; 
one needn't be a Swigart customer | 

although it often turns out that 
the man who tinds his idea in the 
gallery orders from Swigart 
time. 


lations officer 


of three shifts 
have helped 
lachieve maximum production, 


industries 
other 


use 
devices 


| war 
|and 


and | 


La., 


Communique,” eight-page 


published at the camp. 


at Camp Livingston, | 


next} do sell ideas. 


}a part of action.” 


Taking issue, as one might expect, 
with these words, the Institute of 
Public Relations insists that “words 
Words explain, words 


interpret public affairs so that all 


ticularly 


well, not by men of action 


tabloid | who often have little time and less 


newspaper | desire to do it, but by real experts 

turer nor merchant can increase | increased over-time pay rates are|It was written by Private Edward! who are trained especially for this 
prices unless a special adjustment is | not so important. Since sacrifice and | A. Leary, former Connecticut news- | task.” 

authorized by the OPA. Assuming | additional effort are demanded of | paper man, who edits the camp} And while you're at it lads, you 

that workers are operating on a 40-| all, however, there seems to be no|Me@€ Wspaper, and Major Miller) might add that if every soap tycoon 

hour week, any increase in their| good reason why a change in the thought we might be interested in|or washing machine giant could 

it. We are, and we think you ought} string words together persuasively 


hours of labor would immediately 
result in over-time 
and thereby increase the cost of the 


wage-hour law should not be made | 


gency. 


Advertising and Taxation 


Paul West, president of the As-|show advertisers how they could re- | 
Advertisers, duce their taxes by increasing their | 


sociation of National 
which has made a number of valu- 
able contributions to 


‘ . - ic toe 23% © i 7 
tion of the attitude of the Treasury | feeling that it was an entirely un- | and the aes is disappearing as — 's ——— pt of the Army-Navy E. | 
Pe ae the seriousness of the war grows| We like it mostly, because it’s the 
and other governmental authorities | sound approach. The legitimate upon us. It has always been our'| first definite indication we've seen 
on the subject of advertising ex- employment of advertising offers opinion that national advertising| of special notice of the award of an | 
penditures in relation to income | ample opportunity for the expendi- | could play a vital and important| E being sent to former employes in 
taxes, issued a characteristically | tures of reasonable advertising ap- _role in building morale, serving as| the armed services. . . 


vigorous and forthright statement 
deploring and discouraging the sug- 
gestion that advertising be increased 
as a means of tax avoidance. 

“To attempt to sell advertising on 
a false basis,” declared the hard-hit- 
ting ANA president, “implies that 
the publication or radio station lacks 
merit. . . It is obviously an unsound 
business and has always 
been regarded so. For salesmen to 
try to take advantage of the situa- 
tion for selfish gain not only does 
harm to all advertising and busi- 
ness, but in these times is wholly 
unpatriotic.” 

Nearly two years ago, 
ill-advised efforts were 


practice 


when some 
to 


made 


the clarifica- | 


advertising expenditures, ADVERTIS- 
ING AGE editorially opposed the idea, 


propriations, and we felt then, 
we do now, that it is a prostitution 
|of advertising to present this impor- 
tant service method of tax 
reduction. 

In an editorial in our November 
25, 1940, issue, we said: “Advertis- 
ing has too important a function to 
be offered merely tax-avoid- 
ance device. Since most companies 
are underspent as far as advertising 
is concerned, there are plenty of 
constructive purposes for which ad- 
vertising should be used. Sound 
policies suggest promoting it in that 
way rather than on any other basis.” 

What was true in 1940 is doubly 
true in 1942. 


as 


as a 


as a 


rates of pay, ‘for the period of the war emer- | 


to be, too. 
Here it is: 


|and effectively, 
| he now 


the experts whom 
hires to do his advertising 


“Thumbing through the pages of | for him would be in a sorry state. 


the national magazines you are 


struck, these days, with the number Jottings 


of excellent war advertisements. 
Naturally, there are still too many 
that make the honest blood of any 
good soldier boil, but these are 
rapidly becoming a small minority 


an inspiration to working soldiers 
and civilians. Some national 
vertising is already doing just that 
and doing the job with effectiveness. 
In these days when a nation’s des- 
tiny is at stake, 
the whole nation be constantly re- 
minded of the challenge another and 
barbaric wavy of living has hurled at 
us. It likewise important that 
we should be reminded of the things 
for which we are fighting. National 
advertising—at least that section of 
it that tells its story well and in 
good taste—is helping us to 
member.” 


1s 


G*asts and Speeches 
The house orean of the Institute 
of Public Relations takes Walter 


We like very much the letter 


| which Charles R. Hook, president of 


ad- | 


it is important that) 


re- | 


American Rolling Mill Company, 
sent to Armco men in the armed 
forces on the occasion of the com- 


Hart Schaffner and Marx has just 


produced a booklet for dealers that’s | 


a honey for informative information 
in a light, easy to take dose. “How 
to Make Your Clothes Last Longer” 
is the wholly unfunny title of the | 


book, but the job is done with al 


light, pleasant touch that seems to 
augur well for its readership. . . 

The Edwards Sales Company of 
Hammond, Ind., uses small space in 
Chicago newspapers consistently to 
advertise all standard brands of 
cigarets sold by mail, with a mini- 
mum order of three’ cartons. 
Indiana has no state cigaret tax 
while Illinois does: in addition, Chi- 
cago cigaret retailers must pay a 
stiff license fee which further runs 
up the cost... 


— . 


'Tnformation 


for 
Advertisers 


The following documents may 
secured without charge from co: 
panies sponsoring them, or throu; 
ADVERTISING AGE, by any natio: 


advertiser or advertising ager 
executive writing on his busin« 
letterhead. 

No. 2054. Who Does the Bigg: 


Buying in Food and Grow 
Stores? 

Parents’ Magazine has isssued t} 
study of expenditures in food and 
grocery stores. Part I contains 
city-by-city comparison of amounts 
of food and groceries purchased bh, 
various classifications of consume) 
and Part II, a city-by-city compar - 
son of purchases by readers 
various types of magazines. 


No. 2055. 
ing. 
Along with the other homemak 
ing problems, American Home tak: 
the family wash into its pages, and 
shows how in this brochure, whic 
reprints articles from recent issue 


Yes, We Take in Was! 


| Over 68 per cent of the magazine 


readers do all of their laundry 


home, the brochure states, ind 

cating the market for soap, app! 

ances and other products for hon 
laundry and cleaning. 

No. 2056. A Guide to Effecti 
Freight Transportation Prom 
tion. 

Traffic World has _ issued thi 


manual on truck, rail, water and ai: 
freight transportation promotio: 
based on a Ross Federal survey o! 
shippers in 14 cities from coast t 
coast. The manual discusses, amon 
other things, the opportunity fo 
promotion of war and _ post-w: 
freight services; problems encoun 
tered in selection of freight carrie: 
service; what shippers want stressed 
in freight advertisements and ex 


amples of current freight cam 
paigns. 
No. 2057. Visualization Map. 

The Fort Worth Star-Telegra 


|has issued this map, which visual- 
izes the newspaper's family cover- 
age, daily and Sunday, by counti 
in the Fort Worth trading area. It 
also includes market data in 
business index table. 


important that this job of | 
sent us a copy of an editorial) informing and explaining shall be 


| appearing in the Oct. 8 issue of “The | done 
oO} 


2058. 
Data. 

The Fort Wayne News-Sentine! 
has issued this continuing file of 
basic data for the Fort Wayne mar- 
ket. The initial material includes 
@ county summary of the retail food 
market and a county map showing 
population, retail sales and News- 
Sentinel coverage. These come i! 
sturdy file folder for accommodatio! 
of future releases. 


| No. Fort Wayne Mark: 


No. 2027. Signal Strength Co 
parison of the Four New Yor 


Network Stations. 

The current coverage picture 
the four New York network stations 
lin terms of signal strength is shown 
‘i in this booklet, issued by Radio S‘@- 
tion WEAF. Section One exp! 
the relation between signal inten: '‘) 
jand satisfactory radio service 
metropolitan New York, with °'4- 
tions’ rankings in the metropo on 
110 


‘area. Section Two deals with ric 

families, and Section Three with ‘“e 

relationship between the findinys of 

the first two sections and the ew 

York market. 

| No. 2004. How One Business \\e" 
to War. 

Here is an interesting boo «et 
which shows how the management 
men of one company evaluated the 
approaching problem of conve’ *!0" 
to war production, early in !94! 
guessed what might happen % 
many peacetime products and 
what was done about it. Issued bY 
Business Week, the booklet tel!» the 
story with illustrations of the ©o™ 
pany’s advertising. and enclk Ae 

1 


smaller booklet, giving the 
plan in detail. 
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Gas Utilities fo 
se Conservation 
Copy This Year 


Gas Association Told 
of Rising Demand and 
Need to Reduce Peaks 


Chicago, Oct. 7.—The keynote of 
advertising of the American Gas 
Association and of its member com- 
panies Will be conservation from 
now on, it was indicated yesterday 
as the association wound up its con- 
yention here. 

Hints about conservation of gas, 
and possibly 
which will lighten use of gas during 
peak periods, will shortly appear in 
national and local gas copy. 

Conservation held the spotlight at 
the convention, but speakers who 
discussed post-war opportunities for 
gas utilities saw new fields opening. 
They were careful to point out, 
however, that other heating fuels 
can be expected to offer stiff com- 


recommendations | 


as soon as a substitute was found | 


for a critical material, the substitute 
immediately became critical. 
While the critical materials situa- 


tion may ease after a time, Capt. | 


Krug asserted that the looming 
labor shortage may be even more 
serious. While he qualified this 
statement by saying that he could 


gas conservation, particularly men- 


tioning consumer education to avoid 


not speak for the government, he | 


predicted that within a 
|“physically fit’ men would be in 


year all| 


| the Army, that deferments would | 


|be gradually less, and that women 
/must be utilized. He said he would 
be surprised if most of the gas com- 
|panies represented at the meeting 
did not have, within a year, women 
| reading meters, testing and doing 
both clerical and labor work. 

The WPB official 


utilities to institute a program of 


the peaks which impose 
strain on present facilities. 

Earlier, J. French Robinson, 
president of the East Ohio Gas 
Company, Cleveland, told the con- 
vention of the importance of the 
supply job they had undertaken, 
mentioning the importance of Dis- 
trict 1, the Appalachian area. He 
said that, despite storage tanks and 
other peak-preventing devices, it 
was likely that on some days this 
winter there would be a shortage 


such a 


of 100 million cubic feet of gas per 


day. 
Gas companies have contributed 
heavily to the government’s nutri- 


| tion program, and apparently intend 


advised the | 


to continue with this type of pro- 
motion. Arranged around the walls 


of meeting rooms were samples of Canadian Coca-Cola 
‘Shifts Personnel 
| 


utility advertising and direct mail 
pieces on nutrition and cookery. 


° ° 
Acquires Enterprise Co. 

Enterprise Engine & Foundry 
Company, San Francisco, manufac- 
turer of Diesel engines for marine 
and stationary use, as well as other 
industrial items, has been acquired 
by Transamerica Corporation, San 
Francisco. 
tinue to operate under its present 
management. 


To Gray & Rogers 

Fisher Bruce & Co., Philadelphia, 
has appointed Gray & Rogers, Inc., 
Philadelphia, to direct advertising 
for Lamberton china, Della ware 
and Windsor ware. Magazines and 
business papers will be used. 


The company will con- | 


Lee Talley, vice-president of 
Coca-Cola Company of Canada, for- 
merly in the company’s general 
offices at Toronto, where he super- 
vised merchandising and advertis- 
ing, has gone to Montreal as a gen- 
eral office executive. 

R. W. Keasp, vice-president, has 
been appointed to direct the com- 
pany’s advertising and merchandis- 
ing programs. 


Faron Joins ‘SEP’ 

Scott Faron, formerly with Ward 
Wheelock Company, Philadelphia, 
where he handled the Stephen F. 
Whitman & Sons and Palmolive 
soap accounts, has joined The Sat- 
urday Evening Post as manager of 
publicity. 


petition. 
Must Provide More Service 


In a speech which was called the | 
keynote of the convention, Capt. 
J. A. Krug, deputy director-general 
for priorities control, War Produc- 
tion Board, complimented the utility 
men on the job they had done, and | 
warned that there were still many 
problems which they faced. These 
problems are, he said, that of pro- 
viding more and more service, | 
working out with the oil and coal | 
industry the job of supplying fuel; 
that this task must be accomplished 
with fewer and fewer critical mate- 
rials (he said a 50 per cent increased 
output might be needed, while criti- 
cal materials were reduced 50 per 
cent); that by next year the short- 

ge of labor will be acute. 

Supplies of every type of fuel will | 
be taxed to the maximum, Capt. | 
Krug warned, and added _ that 
uneconomic uses of fuel must be 
eliminated. He said that the fourth 
quarter of this year would see a lag 
in war production, but insisted that 
this could not be blamed on civilian | 
production, for civilian production, | 
he said, has been pared to the bone. 


Praises Industry Pool 


He praised the gas industry for 
its foresight in collecting materials 
for repair and replacement parts, 
and commended the formation of an 
ntra-industry pool which will di- | 
vide that inventory so that no| 
branch of the industry will be out 
of materials. He held little hope for | 
substitution of materials, saying that 


“Wonder What | 
Became of Twambly?" 


‘Twambly was our best 
salesman until his tires 
wore out.” 


But don't let the loss of a | 
Twombly or two lower your sales 
curves. Hire Capper’s Weekly as 
your agent in the farm and small 
towr homes of the Middle West. | | 
CW has a record of results that 

make Twambly run sec- 
ond  . . and it reaches 373,000 
homes EVERY WEEK. 


pS HEALY 


Wou 


| 373,000 Subscribers 


Let us tell you about our Stat 
where we build LOQ,;OOO-to 


in 10 days eo 


> LONG BEFORE the Japanese jingoes dropped their 
bombs on Pearl Harbor, the Oregon country was at work in 


the defense of America. 


Long before the fateful Sunday that brought® war to “this 
country, Oregon had begun to dig deeply into her inexhaustible 
treasure chest of resources. Any way you measure Oregon, it is a 
big state. Big not only in acres but in the things she possesses. 

In the city of Portland, Henry J. Kaiser makes magic in his 
shipyards—magic that has made history in the shipbuilding 
world. Spreading out from Portland are Oregon's wide and 
fertile valleys, yielding an abundance of agricultural wealth. 

Oregon's valleys are bordered by a priceless heritage of 


forests. Here, fir, hemlock, cedar, pine and spruce grow tall and 


straight, comprising one-fifth of all timber Uncle Sam possesses. 

Nestling deep in the Oregon woods are 750 lumber mills, 
working 24 hours a day, harvesting the trees. Here, the gang 
saws screech a pledge that the mounting millions in army khak, 
will be properly housed; that carriers will have decks; that the 


bridge of ships will be built. 


Liberty Ships 


Two of the world’s greatest rivers—the winding Willamette 


and the storied Columbia—meet at Portland. Their water sheds 


are rich and vast; dotted with prosperous towns. Here is the 
greatest water power potential in the United States—some of 
this power is already being used to make a vast percentage of the 
country’s aluminum and other critical materials. 

Yes, Oregon is big and vital. Too big for you to know us 
only for our shipbuilding records—fabulous as they are. Here 
is a favored land. Here, climate, terrain, and resources beckon 
the western march of industrial Empire. 


We invite you to lay the roots of today’s selling and tomor- 
row's profits in the Oregonian Market. The Oregonian, the 
dominant daily of the Pacific Northwest, is as much a part of 


the life of the region as is the flaming spirit that builds 10,000-ton 


Liberty ships in 10 days. 


The O)REGONIAN 


The Great Newspaper of the West 


Represented Nationally by PAUL BLOCK & ASSOCIATES 


4 During the first eight months of 1942, The Oregonian gained more Daily 


General Advertising than any other newspaper on the Pacific Coast. 


toner | 
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NAEA, Inlanders, 
ABC, NEA Council 
Meet in Chicago 


McClintock, Davis and 
McCormick Speak; 
Scrap Gets Attention | 


~Next week will 
be Advertising and Newspaper 
Week in Chicago, with sessions of 
the Newspaper Advertising Execu- 
tives Association, the Inland Daily 
Press Association, the National Edi- 
torial Association advisory council, 


Chicago, Oct. 7. 


the Agricultural Publishers’ As- 
sociation, the Newspaper Associa- 
tion Managers, and the Audit 


Bureau of Circulations scheduled. 

The NAEA has already released 
its program, announcing that it will! 
hear, as part of the agenda, Peter | 
Odegard, assistant to the Secretary | 
of the Treasury, on “The War Bond 
Program for Newspapers,” and that | 
Secretary Morgenthau will speak to 
the admen by _ special hook-up; 
Reuben D. Cahn, chief economist, 
Chicago Tribune, will speak on 
“Advertising and the War”; Dr. 
Miller McClintock, director of the 
Advertising Council, “Progress in 
Advertising in the War Effort’; and | 
Carlyle Emery, vice-president of | 
Ruthrauff & Ryan, “The Strategy of 
Wartime Advertising.” 

The NAEA afternoon war clinics | 
will be directed by Samuel G. 
Howard, advertising manager of the 
Minneapolis Star Journal and Tri-| 
bune. 

Taking a tip from other wartime 
conventions, the NAEA will use a 
“quiz panel,” this one to be com- | 
posed of A. H. Allardyce, Winnipeg | 
Tribune; Col. Leroy W. Herron, | 
Washington Star; William H. Moore, | 
Detroit News; Frank E. Tripp, Gan- | 
nett Newspapers; Frank E. Westcott, | 
Gary Post-Tribune; Robert A. 
Wolfe, Dayton Daily News; Chesser | 
M. Campbell, Chicago Tribune; 
Stuart M. Chambers, St. Louis Post- | 
Dispatch; J. Frank Duffy, Gannett | 
Newspapers; Albert Hume, Saska- 
toon Star Phoenix; Irwin Maier, 
Milwaukee Journal; and Harvey R. 
Young, Columbus Dispatch. 

Among the sessions lined up for 
Inland is one conducted by Louis | 
A. Weil, Jr., business manager of 
the Herald, Grand Rapids, Mich., 
who will lead a discussion on what 
Inlanders have done and can do to 
“get in the scrap.” Other speakers | 
for the two-day meeting, Oct. 13-14, | 
will be Maj. William E. Slater of 
Army public relations; Dr. Miller 
McClintock; Leon A. Link, mechani- | 
cal consultant, newspaper section, 
printing and_ publishing’ branch, 
WPB; Virgil Pinkley, European 
manager for United Press; and Lt. 
D. D. Jackson, USN, formerly with 
the aircraft carrier Yorktown, who 
will tell the story of the carrier's | 
sinking. 

The NEA’s meeting, which begins 
this Saturday and runs through 


99.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally 


high radio ownership 
combined with the nation’s highest 
ver capita spendable income make 
NTIC a sure bet for RESULTS 


*Radio Daily April 10, 1942 


DIRECT ROUTE TO AMERICA’S No.1 MARKET 


| Member of NBC Network 
iecesontaitilie WEED & COMPANY 


‘Rex Names Thalacker 


Cole and Reydel 


next Monday, will have as its high- 


divisions—advertisers, 


—_ _— 


agencies ey Three loin R 6 R 


lights addresses by Elmer Davis, | publishers—will convene at 10 a. Radio Staff 

director of the Office of War Infor- | The general session beginning at "3 | ag 

mation; Dr. McClintock; and Col. | to Address ABC p. m., will include the report of ae mg ge Entrikin ang 
Robert R. McCormick, editor and) P. L. Thomson, president of the “@@!SOn) smi ave joined the 
publisher of the Chicago Tribune. One-Day Session Bureau, the addresses of Messrs. radio department of Ruthrautf « 


Cole and Reydel, the transaction of 


Ryan. Mr. Entrikin, free lance ;aqj,, 


: eos Chicago, Oct. 8—Gordon E. Cole, ; . writer, will produce the Eller, 
Miller to Aviation Co. chairman of the board of the Asso- | business and the election of officers.| Queen show for Bromo Seltze: Mr 
Josef Miller, illustrator and art | ciation of National Advertisers and A meeting of the Bureau's board Smith, recently resigned from the 
director for W. J. Newens, Inc.,| advertising manager of Cannon °f directors will also be held in| radio department of Ted Bates, Ney 
Lincoln, Neb., for the past six years, Mills. Inc.. and William Reydel,| Chicago at the Palmer House on) York, has been named productio, 
has resigned to become production | ¢hairman ‘of the board of the | Wednesday, Oct. 14. supervisor for Quiz of Two Cities 


North American 
Los Angeles. 


illustrator for 
Aviation Company, 


|American Association of Advertis- 
ing Agencies and partner of New- 
ell-Emmett Company, will be the} 
speakers at the general session of 


‘Bassett to Park District 
Frederick P. Bassett, Jr., 


formerly | 


Noxema show. 


Hormel Releases Copy 
Cooperating with the Office of 


Detroit Rex Products Company,|the 29th annual meeting of the - a a department of — aac gag? ge Sages ind yogi A. 
ee oF Th: 2D ae Pe Audit Bureau of Circulations on niet to he pubilelty cult of Ge morc compel enverine nts Be 
appointed A. O. ala as gen- er ee : au ; J ou me m4 . Os. of 
eral manager. Mr. Thalacker, sec- Thursday, Oct. 15. Chicago Park District, Burnham) Latin America, with copy drama- 
retary of the company since Janu- The one-day meeting will be held | park Administration building. He | tizing the psychological phase of the 
ary, 1941, will retain that position at the Palmer House, Chicago. The) will assist Fred G. Heuchling, di-| United Nations’ war effort. Exnpor 


in addition to his new duties. meetings of the Bureau’s various 


rector, 


Public Information Service. 


Advertising Service is the agen: 


Let no one think that it is a new thing—this concept 
that the swift sword of Victory must be sharpened on 
the hearthstones of the Nation. 

Long ago, in another perilous war, a man who loved 
America wrote that thought for all time into our 


National Anthem . . . The Star Spangled Banner. 


Over and over again in that hymn of courage and 
triumph, he used the one word which will make men 


fight and die .. 


. the word which will steel their souls 


for any privation, any hardship . . 


sharpemh 


. the word that 


gives strength and determination: Home. 


Thus any avenue that leads the hearts of Americans 


closer to the home—any escape that concentrates thoughts 


upon the home—is a powerful force for victory. 


This is the kind of escape which is proving a source 


of constructive inspiration to the 2,470,000 families 


who regularly read 


Better Homes & Gardens. 


It is the kind of escape which is helping thes 


Helping More Than 2,470,000 Suburban 


Home Families Plan for Today and Tomorrow 
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Arrow Distilleries 
Starts Initial 
Magazine Drive 


Detroit, Oct. 8—With distribution 
n 32 states, Arrow Distilleries, Inc., 


is launching an advertising cam-| 
paig using national magazines for 
the ‘irst time, together with a sub- 
stantial number of newspapers. It 
is e most ambitious program 
undertaken to date by the company. 


Starting late next month, small- 


space advertisements will appear in 
Cue. Esquire, Liberty, Life, The 
New Yorker and Time. Approxi- 


y 40 leading daily newspapers 
in Michigan and New York are 


and running one or more insertions 
a week. 

The advertising prominently fea- 
tures Arrow’s jovial spokesman, 
“Judge Arrow,” who goes _ into 
action to dramatize the advantages 
and quality of Arrow blackberry- 
flavored brandy, Arrow ginger-fla- 
vored brandy, Arrow peppermint 
schnapps, Arrow creme de menthe 
and Arrow De Abbey. 

Simons- Michelson Company is the 
agency. 


Two to L. C. Cole 


Edward A. Anderson, formerly 
with L. C. Beringer, San Francisco 
photographer, has been appointed 
production manager of L. C. Cole, 
Advertising, San Francisco. J. L. 


Marvin to New Agency 


L. W. Marvin, former advertising 
manager of the Florida Citrus 
Commission, has been appointed 
general manager of Fruit & Vege- 
tuble Promotions, Inc., Munsey 
building, Washington, D. C., a re- 
cently formed agency specializing 
in the promotion of perishables. The 
company is an outgrowth of the Co- 
operative Fruit & Vegetable As- 
sociation, which comprises a nation- 
wide membership of growers and 
shippers of seasonal crops. 


Sharkey to Nat'l Bakers 
George F. Sharkey, formerly sales 
and plant manager for Hathaway 
Bakeries, Cambridge, Mass., has 
been appointed national director of 
sales for the Hollywood bread di- 


scheduled for small-space ads, start- Wickstrom has been named art di-| vision of National Bakers’ Services, 
ng about the middle of this month, rector. Chicago. 


nthe 


hat 


ans 


shits 


irce 


lies 


1es¢ 


readers to maintain the high standards of their homes 


while they gladly sacrifice for war's necessities—the kind 


of escape which inspires definite planning for the day 


when peace will come again. 


Better Homes & Gardens with its unique and far-reach- 


ing editorial program, expresses the articulate spirit of 


militant suburban America—and, at the same time serves 


as a stabilizing force in the economy of today and to- 


morrow. Meredith Publishing Co., Des Moines, lowa. 


A 


& Gardens 


vertising men. 


Septe mber 2s The question 
job in Washington 
thank the Lord, by 
that | am 
grata to certain influential 
New Dealers It is said that I have 
slept too often in the bed of Big 
Business 


“us to 
ce 


mis 


taking a 
cided for me, 
sponsors’ discovery 


my 


per- 


Sona non 


Septe miber 2” 
ords of 
day, I 
ministers 
the 
take 


Studying the res 
approval” offer to 
the hard fact that 
gospel are among 
They to 
line the 


an 
uncovered 
of the 
poorest risks 
too literally that 
debts 


Seem 
about 
forgiveness of 

Nepte mober iw \ 
tried to do 
society column; Time 
of the socialite (a term it 
is over: The New Yorker 
and «a yopulatr 
is built around the resentment of 
ordinary Englishmen to their upper 
crust These are signs of the times 
which might seem to indicate a puss 
ing of the appeal, of society 
women testimonials, and such bout 
I have doubts whether it is more 
than a spell of cloudy 
Iivery society Which the 
gists have studied has had its 
elite, Whose doings were a matter of 
great curiosity to the rest kiven it 
Russia the engineers seem to 


Washingtor 
uway with its 
the day 
invented) 
to 
motion pileture 


Newspaper 


says 


Seems 


uRTee . 


snob 


mis 
weather 
anthropolo 
ever 


today 


be developing inte such a class 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

It is presented in ADVERTIStNG AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


October 1 Talked with a competi 

| tor who has built a fine reputation 

as an interpreter of the public ery 
| iene ide of business But he was be 
moaning his inability to get and hold 

pavechkiare rrowods weounts Tried 

eonsole him with the ela ik exan 

ple of & reat reputation tt fle lal 
To Information Board 

Harry Sedgwick and J. B. Ket- 
chum, both of Toronto, have been 
appointed to executive positions 
with the new Wartime Information | 


Board in Ottawa. M1 
president of Standard Radio Ltd., 
which operates Station CFRB, and 
for ten years has been president of 
the Canadian Association of Broad- 
custers Mr. Ketchum associate 
professor of psychology at the Uni- 
versity of Toronto 


Is 


Joins ‘Parents’ Magazine’ 

Claire Fischer has joined the 
advertising staff of Parents’ Maga- 
zine, New York, as head of fashion 


advertising. She succeeds Lee 
Friend, who resigned to join the 
Army air forces. Miss Fischer was 
formerly advertising manager for 


Rosenau Brothers, New York, man- 
ufacturer of girls’ dresses. 


Sedgwick is | 


nothet 
had to 


proving a handicap = in 
namely, when Mark Twain 
publish his cherished life of Joan 
Iy Are under another pen name, 
order to have it taken seriously 
Octobe Presented a 


hew ean 


paizn to a client today and he didn't 
like it He couldn't tell me why, but 
instead began trying to tell me how 
to make the ads over, This is one 
route to poor advertising. A manu 
facturer usually has an inarticulate 
feel" for his business which will 
tell him when an ad is wrong. In 


such cases the agent's job is to bore 
in and find the roots of that feeling 


nee he has, he is quite Hkely to 
know best how to make the ads 
right 

Octobe Spent the morning nail 
ing shooks into apple boxes, out in 
the dappled sunlight and shadows 
of the orchard. As pleasant work as 
a man could have, with the pungent 
resin smell of the boxes in his 
nostrils, and the fine October k\ 


overhead 


Octobe) 5 
the place of the elite, it oceurred to 
me that in all this talk about 
domes,” the one that nobody promises 


Pondering further or 


is the freedom to complete social 
equality with your neighbor Both 
Democracy and Christianity origin 


ally 
was 


implied that promise, but neither 
able to fulfill it Kconomil 
equality, political equality and evet 


eqquality im the ight of Ciod, are a 
nothing when they come up against 
that ntangible but powerful thing 
called whal statu aus every Worl 
es 


Victory Edition 

The Chicago Defender, Negro 
weekly published by Robert S. Ab- 
bott Publishing Company, Chicago, 
issued a special Victory edition on 
Sept. 24 

The special edition carried 100 
pages in four sections. One 40-page 
section was devoted to inspirational 
messages from 66 national figures, 


including President Roosevelt and 
General MacArthur. 
Join Weiss & Geller 

Weiss & Geller, New York, his 


named Joseph E. Bloom vice-presi- 
dent in charge of media and radio 
and Helen Black space buyei 
Mr. Bloom was formerly in the sales 
department of The American 
Weekly, while Miss Black was in 
the media department of Brown & 
Thomas, New York. 


as 


's Ownto 
ow - 


*New Ownership 
* Improved Facilities 


nemissor 


rk motes 
Aransas 


hon people 


AND OCFPERATES SY ZADIG SEOAOCASTING Ine 


MACK Prenden 


of Radio Station 


Mitts 


Hot Springs, Arkansas 


@Krns o 


s now owned ond operated by Radio Broadcast 


y clear channel station in Arkansas 


na. inc with John C. McCormack as president 
and Kenneth © Kellam manager 

Techmcol mmprovements have been made >“ 
crease coverage and provide better quality of 


Programming has been improved 
bolonced local schedule, combined 
outstanding programs of the Blu« 
KTHS the 


Net 
ideal medium to reac 
forges! rural audience plus the half 
who 


annually visit Hot Spr 


Ask Branhom Company for details 
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October 12, 1942 


Voice of the Advertiser 


Two Brothers Hit the 


Same Page, Same Issue 

To the Editor: This wouldn’t| 
happen once in a million issues of | 
ADVERTISING AGE—two brothers in 
two completely different lines of 
advertising effort, food marketing 
and radio sales — both mugged on 
the same page. If you could spare 
a half-dozen tear pages I’d be more 
than appreciative. 

FRANK V. WEBB, 

WOWO-WGL, Ft. Wayne, Ind. 

|Editor’s Note: This is indeed a 
strange coincidence. As can be seen | 
from the accompanying illustration, | 
the other brother is Herbert Webb | 
of Modern Marketing Service, Chi- | 
cago. The two illustrations had no | 
relation to each other, and the rela- | 
tionship between the two Webbs 
was unknown to the editors. ] 


7 §@ F 


Draws a Bead on Both 
Rosenberg and Drew 

To the Editor: I am confident! 
that if Mr. Rosenberg and Mr. Drew | 
(ADVERTISING AGE, Sept. 28 and Oct. 
5) had practiced the old proverb, 
“Think before you speak,” their 
letters never would have reached | 
your desk. | 

Certainly both men must be 
aware of the fact that the advertis- 
ing profession has been running the 
gauntlet of powerful movements 
idvocating its elimination. These 
organizations will not be disposed 
to herald the magnificent contribu- 
tion advertising has made to our 
war effort in the promotion of bond 
sales, scrap collection, enlistments, 
employe and consumer education, 
etc. Oh, no, they prefer 
upon some trivial matter which, 
properly distorted, portrays adver- 
tising as an economic waste. 

What would promote more sensa- 
tional, more damaging evidence 
before a Senate committee than the 
letters of Mr. Rosenberg and Mr. 
Drew? 


Let's not kid ourselves. The lead- 


ers of our advertising journals are! 


not confined to members of our pro- 
fession. It is not my purpose to 
propose a hush, hush policy, right 
or wrong. However, in our efforts 
for improvement let’s approach it 
in a constructive manner. If we 
have a grievance with one of our 
members, take it up with the proper 
organization — the ANA, the Four 
A’s, the NIAA, or with the indi- 
viduals direct. Or if we must use 
the editorial pages, let us use them 
in a constructive manner. 
W. J. O’Grapy, Jr., 
(YGrady-Andersen, Chicago 
vw? 


Agate Club Tourney 
Funds Given to USO 


To the Editor: You are, of course, 
familiar with the Agate Club of 
Chicago, a very old organization of 
magazine advertising representa- 
tives. 
portant their annual invitational 
golf tournament has been to them 


This department is a reader’s forum. 


to pounce | 


You naturally know how im-| 


Letters are welcome. 


THE LONG, LONG ARM OF COINCIDENCE 


Seprember 8, 1948 


AGeé 


PHOTOGRAPHIC REVIEW 
OF THE 
WEEK 


TRIBUTE TO RAILROAD WORKERS 


A GOT OM A HMi.-TOP 


a a 


) 
OFRPOM BRITAIN 


wEW YouxK comTmat [isa 


ERS OF CEREMONIES 


CYCLE SWING 


Nebwk- i 


“Friends wonder 
what I see in him! 


& WORY SOAP 


HE'S JUST mY BAL 


TT — 
wparinns by ® © Gam 


EMMCO SI 


GNSS FOR GORI 


SS 


CALLS FOR WARTIME SACRIFICES 


rw 


a 
ogee te ee 
‘ det gh 958 TY Say wh ah te te Bi 
aat ’ AMP AIGN 
TO WOMEN 
ee 
ie Me 
x 7 
w= 
pa w th beef to on 
i TEP SaVel RL BAR . 
TOHLET HOODS VERTIS a= 
WARTINE 
morse ; ; 


see ost iemem Lt. 
PER Le 


The once-in-a-million chance that two brothers, not at all related in a business 
sense, would both have their pictures on AA's photographic review of the week 


page in the same issue, came true Sept. 28, as this illustration shows. 


‘of ice cream cabinets in retail stores | 
throughout the nation is one impor- 
‘tant factor towards working out this 
| problem. 
| JI wonder if anyone has enter- 
|tained the idea of utilizing “those 
| bells that jingle, jangle’ — 
_ those “Good Humor” boys (or gals, 
| if priorities demand)—as a probable 
|means of augmenting distribution. 
| No doubt, Mrs. Housewife will 
| give hearty approval to home-door 
|delivery of quick-to-fix garden fresh 
|foods that can be prepared for 
hubby posthaste after the afternoon 
bridgefest—and top it off with a 
“pat on the back” from said hubby 
for a tempting delectable menu-fare. 
W. A. Lotz, 
Advertising and Sales Promo- 
tion Department, Wilson & Co., 
Chicago. 


a A 
Household Finance Starts 
Institutional Campaign 

To the Editor: 
us that you might be interested in 
the new institutional campaign we 
are starting immediately. 


| 


—— 


On Oct. 6, the first (Budget yi 
| Spending) of the two enclosed 
vertisements will be inserted jp 


|more than 200 newspapers in ap. 
| proximately 190 cities in the Uniteg 


I mean | 


| papers. 


States. In November, the second 
(War Is Fought in the Homes T 
will run in the same list of news. 
A third advertisement of a 
similar nature is scheduled for [De- 
cember. 

As you will notice, these adyer- 
| tisements say nothing about the |.an 
service the company has to offe; 
They are devoted solely to the effor; 
to induce people to budget their in- 
comes. We regard this as a helpfy! 


| contribution to the war effort. 


For many years, Household ia; 
sponsored a consumer educat on 
program, designed to help families 


|in managing their finances. ‘The 


reason we do this is succinc'ly 
stated in a statement from B. E 


| Henderson, president of the com- 


It has occurred to) 
our Budget Calendar. 


pany, which appears at the front of 
Mr. Hender- 
son says: 


“Why does Household Finance 


Sales for 


and many of us who have been their 
guests. 

Therefore, I commend to your 
reading the attached letter from Bill 


Henning, treasurer of the Agate | check for $100 as our donation to 
Club, to me. I have forwarded their | the good work being done by the 
check to Holman Pettibone, chair- | United Service Organizations, which | 
man of the USO drive in Cook /'we would appreciate your directing | 
County to the proper parties at the USO) 
I certainly think this group of nee E. Peacock 
Chicago advertising men is to be Vice-President, N. W. Ayer & 


highly commended for their unself- 
ishness in foregoing their annual 
golf party and in donating sums to 
various service men’s organizations. 

It just occurred to me you might 


| like to give these Chicago magazine 


men some recognition in the col- 
umns of ADVERTISING AGE. 

Mr. Henning’s letter read: 

“In line with our conversation, 
as you know the Agate Club, made 
up of Chicago magazine advertising 
|men, will hold no invitational golf 
| party in 1942. Instead, it was de- 
cided by the members to donate the 
amount usually spent by the club 
for this purpose to various service 
| men’s organizations, for this need is 
certainly a much greater one than 


DOUBLE MARRIAGE 


.-.8o They Married 
the Track and the Train! 


6 gpd oompe of AT Cont 


FOR BUSINESS WEEK 


why TLESDAY coulde't marry THERSDAY 


Mir Conditionug by 
GENERAL &B ELECTRIC 


Wedding bells rang out—or didn't—in these two totally unrelated full-page adver- 
tisements in the Oct. 3 issue of Business Week. 


a day 
their 

“It is our 
enclose here 


the following closing remark on our 


Son, Chicago. 


letters: 


“Yours for 


| For a Better World 
To the Editor: 


at golf for our members and | 
business associates. 
pleasure, therefore, 
with the Agate Club’s 


— 


K cao: from the Capital 


you right here... 


| 
to | 


For the past two 
or three months we have been using 


early 


peace 


better world to come.” 


this 


I don't know how many letters we | 
have received complimenting us on | 
“yours truly,’ 


tween 75 and 100. 


but 


letters 


we 


* but 


“funny” 
because 


that 


have 


-~and 


it runs be-| 
The reason why | 
we started using this is not because | 
we wanted to be 
ferent” 
was our “feeling.” 
ber of 


or “dif-| 
actually | 
Maybe the num- | 
received | 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


{ 


GEORGIA 


You get both with: 


complimenting us on this is indica- 
tive of the real feeling in the coun- 
try. 

I do hope that we do knock the 
stuffings out of Hitle 
the Japs—but we are never going to 

| be able to do it by just wishing. 
BEN DAHLKE, 


President, Dahlke Stationery, 
Buffalo, N. Y. 
| — oe oo 
Marriage 


To the Editor: Marriage 
into advertising copy, as evidenced 
| by these two pages in the Oct. 3 
| issue of Business Week. 
DonaLp H. MILLER, 
District Manager, Electronics, 
New York. 


v ’ v 
New Distribution Aid 
‘for Frozen Foods? 

To the Editor: 
the production of frozen foods will 
expand in 1942 to at least double 
that of 1941. Priorities present a 
| blockade in the system of storage 
and distribution, but the conversion 


enters 


r, Mussolini and | 


programs 


There is talk that) 


NEW ORLEANS. 


50,000 watts - - clear channel 


In Washington, 


meaning too! 


The greatest 


They listen to this 50.000-watt station 


Your big bountiful cake is the New Orleans trade area 
inated by WWL 
WWL 


advertisers. 


with all its alphabet agencies. 


an area growing 


WWL 


enjoy our 


and write to tell us so. 


But your Washington listeners-to-WWL are just the frosting 


dom: 


and prospering and profiting 


selling POWER 


in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, '"~ 


Oct 
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STARTS DRIVE 


BUDGET YOUR SPENDING 
THE GOVERNMENT URGES 
Tells how you can help win the war 

MP py mms 


Dy mane v 
() umbtacks Dut By looking at 


your sex! paycheck mane os 
Gece whet vou must were te meet 


= © manhal you Gollan w help 
the wa 


Wun the Cowernenent » budget metient 
or shall oie a 
« 


“Business promotes its own prog- 
'ress and stability by equipping con- 
sumers with information which wil: 
make them wiser managers and bet- 
| ter buyers.” 

Burr BLACKBURN, 
Director of Research, House- 
hold Finance Corporation, Chi- 
cago. 

| 7° 

Cans and Jiffies 

To the Editor: In your Sept. 7 
issue Leo P. Bott, Jr., all dis- 
turbed about American housewives 
being asked to salvage tin cans by 
rinsing them, then cutting out both 
top and bottom and mashing them 
flat. He says the average housewife 
opens five cans of food a day and 


is 


| ting them ready for whoever col- 
lects cans. 

Somebody has been spoofing Mr. 
| Bott. The Little Woman, no doubt. 
The good job she did of spoofing 
Mr. Bott is wonderful to behold. 

Tell the Little Woman, Mr. Bott, 
that all neat housewives rinse out 
every can before discarding it, war 
‘or no war. Dirty cans attract ants, 
flies, rats and prowling dogs. It 
takes one jiffy by the clock to hold 
an empty can under the faucet. 
Five times one jiffy make five jiffies. 

Five cans of food a day? Poor 
Mr. Bott. He didn’t improve his 
eating a bit by getting himself a 
Little Woman. He should have 
stuck to the cafeterias. However, 


ADVERTISING AGE 


certainly afford one of the patented 
openers (manufacturers, please 
note) that bite the rim and zip 
neatly around in two seconds. Five 
cans have ten ends. Ten times two 
seconds are 20 seconds. 

Nor is Mr. Bott consistent. First 
he argues that the L. W. will cut 


her fingers and spoil her manicure 


on the wiggling, flimsy can and then 
he insists she can’t mash it with her 
dainty high heels. Mr. Bott should 
take another loving look at his L. W. | 
in action. He’s been inattentive, | 
that’s what he has. True, he mashes | 
his cigaret with his heel, but she| 
mashes ‘em with the ball of her foot. | 
This takes one moment. Five times | 


And, just to be madly generous, 
we'll throw in 270 more seconds 
which totals five whole minutes. 

So there you are, Mr. Bott, all 
that worry for nothing at all. The 
Ittey Bittey Woman isn’t nearly as 
overworked and abused she 
makes you think. 

FLORA LESTER YOUNG, 

Los Angeles 


as 


Starts Spot Campaign 

Dr. W. B. Caldwell, Inc., Monti- 
cello, IUL., has contracted with Key- 
stone Broadcasting System for a 
series of one-minute spot transcrip- 
tions, five days a week, over 124 
Keystone stations in 24 states for 


one moment are five moments. Dr. Caldwell’s laxative senna. 
would thus be required to spend any family that can afford to open Five jiffies plus 20 seconds plus| Sherman & Marquette, Chicago, is 
two hours of her precious time get-| five cans of anything a day can five moments makes 30 seconds. | agency. 


Initial copy in the unusual new advertising 
campaign of Household Finance, which 
makes no reference to borrowing money. 


Corporation provide a library of 
bulletins to help consumers? 

“This library was developed pri- 
marily to serve the families who 
bring their financial problems to us 
each year. We lend our money to 
these families. Naturally we are in- 
terested in their efficiency as ‘going 
concerns.’ 

“Since our business requires con- 
tinual research in family economics, 
it is appropriate that the results of 


Why is Good Housekeeping’s position 


as an effective, vital medium 


/ HOME FRONT, TOO 


“WAR IS FOUGHT 
IN THE HOMES TOO,”’ 


SAYS SECRETARY MORGENTHAY 


sSiHie increasingly apparent? 


@Re Because more advertisers are coming to realize 


the force of three basic facts... 


November insertion in the new “money 
management" newspaper campaign of 
Household Finance Company. 


that Good Housekeeping 


prints MORE service material (LLOYD HALL) 


tur studies in money management 
nd better buymanship be made 
available to the general public. We 
hope our library is making a real 
contribution toward the develop- 
nent of the movement in the inter- 
est of the consumer. 


is read MORE keenly (QUALITATIVE STUDY OF MAGAZINES) 


and by MORE readers per copy (ROPER) 


than any other service magazine 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES | 


vow 9000 warts 


The inique position of WEVD 
with a large section of Metro- 
Politen New York's radio audi- 
‘ ence is evidenced by— HHI 


Good Housekeeping 


959 EIGHTH AVENUE . 


n 1) Che feature boxes of news- 
Paper radio program pages. 


2) the large number of i} 
‘@mous advertisers on the 
tation continuously year after 
year 


NEW YORK CITY 


Atk for “Who's Who On WEVD”" . . . 
sent on request. y 


a. WEVD | 
“119 West 46th St., New York, N.Y. 
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October 12, 1942 


‘After Victory’ 
Sparton Sales to 
Key New Campaign 


Weekly Magazines Will 
Carry Copy Promoting 
the 'Sparton Way’ 


Jackson, Mich., Oct. 8.—While 
deep in important war production 
at all its U. S. and Canadian plants, 
the Sparks-Withington Company 
this mon#i is taking one of the 
most important marketing steps in 
its history, looking to future busi- 
ness in a post-war world. The 
company is launching a new na- 
tional advertising campaign 
ing a revolutionary plan of mar- 
keting and merchandising a line of 
Sparton electrical equipment for 
the home “after Victory.” 

The first advertisement in the 
continuing series, prepared’ b 
Brooke, Smith, French & Dorrance, 
Inc., Detroit, keynotes a campaign 
that will appear in leading national 
weekly magazines. The Sparton 
program is based on two beliefs, 
shared by Sparks-Withington man- 
agement, sales and advertising ex- 
ecutives: 

First—peace will usher in an era 
of unprecented demand, plentiful 
supplies of raw materials, new and 
better products, and improved 


processes for low-cost manufacture. | 


Second—widespread distribution 
of the latest and best electrical 
equipment in average American 
homes calls for new, radically dif- 
ferent marketing methods. 


Uses Simplified Plan 


The manufacturing and selling 
policy resulting from these beliefs 
is described in Sparton advertising 
as “The Sparton Way—a simplified 
distribution plan, bringing better 
home equipment at lower retail 
prices, through an exclusive dealer 
in each community.” 

Main features of the plan are ex- 
clusive representation (only one 
Sparton dealer in each city” or 
town) low consumer prices, and na- 
tional advertising listing dealers. 

“The Sparton Way”, though rad- 
ically new on several counts, is in 
no sense experimental. It has be- 
hind it three years of painstaking 
study and successful operation in 
territories from coast to coast. 


Policy Is Success 


As long 
Withington 


ago as 1939, Sparks- 
backed its radio sales 


Dynamic 


PHOTOS 


tt — 
KAUFMANN FABRY 


425 8S. WABASH AVE., CHICAGO 


back- | 


SPARTON TELLS STORY TO CONSUMERS 


4 The little toy 


“ 


soldier has gone to war 


This magazine spread introduces a new campaign by Sparks-Withington Co. 


to promote post-war sales and describe its simplified distribution plan to 


the public. 


| division manager to the limit in the 
|inauguration of a new sales policy 
on Sparton radios, embodying the 
jprincipal features of the present 
plan. With war in the offing, the 
/new program caused little excite- 
iment in the trade. Yet its success 
|was immediate and sensational. In- 
itroduction of the plan meant the 
| cancellation of practically all exist- 
ling dealerships, wiping the distri- 
|bution slate clean, and _ starting 
over again. 


To Bolster Morale 


The 1942-1943 program has sev- 
leral specific objectives. The com- 
|pany believes, for one thing, that it 
|will be stimulating to people gen- 
lerally, and will make a _ definite 
contribution to public morale. It is 
also expected to play an important 
part in expanding the Sparton 
ldealer organization, attracting high 
caliber merchants in substantial 
number, while rendering a worth- 
|while service to present dealers. 


t is also designed to pave the 
way for the introduction of new 
products, to hold Sparton’s long 


lestablished position with the auto- | 


|motive industry, to keep the Spar- 
ton name alive with the public, and 
to arouse interest in the Sparton 
way of distribution. 

The theme of the campaign is the 
hope and promise of a better world 
after the war. Large, dramatic il- 
jlustrations and emotional headlines 
‘are used with simple, straightfor- 
'ward copy pledging new and finer 
|products, at low prices, through 
|“The Sparton Way.” 


NBC Studies Morale 


Qualities of Programs 


| National Broadcasting Company 
has formed an advisory committee 
‘headed by Dr. Morris Fishbein, 
|editor of the Journal of the Ameri- 
|can Medical Association and Hygeia, 
to study the morale qualities of net- 
work broadcasting. 

Associated with Dr. Fishbein 
|will be Dr. Henry R. Viets, noted 
| Boston neurologist, and Dr. Wini- 
fred Overholser, professor of psy- 
chiatry, George Washington Uni- 
versity School of Medicine. The 
committee will work under the 
supervision of Dr. James Rowland 
Angell, public service counselor of 
NBC, studying and analyzing all 
NBC programs, particularly in rela- 
tion to the national welfare and the 
war effort, and making recommen- 
dations to the company for the 
betterment of its broadcasting 
efforts. 


Gruen Tells War Effort 


A major portion of the fall adver- 
tising campaign of Gruen Watch 
Company, Cincinnati, O., will be 
devoted to telling Gruen’s partici- 
pation in the war through mak- 
ing precision instruments. In ads 
headed with such stoppers as “How 
to Get Home from Tokio,” the com- 
pany tells the part it is playing in 
the war, and what its instruments 
do to win victory The campaign 
opened with a four-color page in 
the Sept. 21 Life. Other magazines 
on the media list are The American 
Weekly, Collier's, Esquire, Fortune, 
Mademoiselle. Newsweek, The New 
Yorker, The Saturday Evenina Post 
Time and Vogue McCann-Erick- 
son directs the account 


Kaye toB & B 

Al Kaye, formerly with the pro- 
duction department of Metro-Gold- 
wyn-Mayer, Hollywood, has been 
named manager of the Hollywood 
\office of Benton & Bowles. He re- 
places Mann Holiner, who has re- 
ceived a commission as captain in 
the Army’s special services division. 


War Work Studied — 
by MASA at 22nd © 


Annual Meeting — 


Detroit, Oct. 6—The Mail Adver- | 
tising Service Association converted | 
its 22nd annual convention in De-| 
troit last weekend into a two-day | 
war conference, with 100 members | 
|from 21 states attending the stream- | 
iined working sessions. 

In his keynote address, Edward | 
N. Mayer, Jr., of James Gray, Inc., | 
New York, pointed out that an in-| 
dustry is important, in 
| times, only to the extent that it helps 
the war effort. Another of the 
principal speakers, Homer J. Buck- 
ley, of Buckley, Dement & Co., Chi- 
cago, spoke on “Our 
Place in the War Program.” Legis- 
lation affecting mail advertising was 
discussed by F. R. Tyroler, execu- 
tive secretary of the New York 
chapter of the association. 


mail campaigns, awards were made 
te the following members: Webster 


kinson Mail Advertising Service 
Pittsburgh; Burgess, Beckwith, Min- 
neapolis; Clifford J. Duffy Asso- 


pany, New York; Allewan Business 


current| Howard M. Rosine, 


Industry’s | Musselman, 


| Beebe Labs Fined 


For creative excellence in direct | 


ciates, Milwaukee; Mailograph Com- | 


Service, East Orange, N. J.: ar 
Tanki Direct Mail Service, 
burgh. 

For mechanical excellence, t 
following prize winners’ we 
named: Crawford Letter Compar 
Akron; Trayton H. Davis & Ass 
ciates, Milwaukee; Paramount Bu 


ness Service, Allentown, Pa.; A. \V 
|Clarke & Co., New York; Termi: 


Letter Company, New York; Bart: 
Press, Newark, N. J.; and Heide: 
Mailing Bureau, Seattle. 

The following’ officers we 
elected: president, Edward 
Mayer, Jr., James Gray Inc., Ne 
York; Western vice - preside: 
Los Ange} 
Addressing & Mailing Compan 


Canadian vice-president, Chas. 
Wiggins, Wiggins Systems, Lt 
Winnipeg; and treasurer, C. 


Paramount Busins 
Service, Allentown, Pa. 


cers were reelected. 


Beebe Laboratories, Minneapo! 


producer of poultry feed, recent}, 
00 in Federal distric: 
Denet Mail Service, Erie, Pa.; Gil-|court for shipping a misbrand 
| product in interstate commerce. T} 


| 
} 


was fined $100 


government prosecuted on _ tl} 
ground that the feed did not co: 
tain the “vim and vigor’ for -chic} 
ens implied in the label on tl} 
product. 
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October 12, 1942 ADVERTISING AGE 


. | during the season which began on periodically and to include in its Twent a . : 
Associated Hopes | Sept. 19, Associated anticipates an contents pictures and general com- | Y Three Join Audit 


|opportunity to make its commercial ments on games, players, coaches, Bureau of Circulations 


‘ . /}announcements do a thorough job rules and penalties and any other BP rg —— of Circulations has | 
on both of these counts. The com- interesting phases of the gridiron | 8@¢e¢ the following new members: 
0 Daily newspapers, Blizzard, Oil | 


| pany has set up its schedule in such | sport. 


City, Pa.; Robesonian, Lumberton 
a way that on each weekend all 


. port t il feat Building for Future N. C.; Standard, Red Bank, N. J.; 
sportscasts wi eature one specia “a nee 2 weajay Weekly newspapers, Barron County 
for Gas Stations product and special service calcu- A third group of commercial News-Shield, Barron, Wis.: Chron- 


at : ‘ements, als >are , - : 
lated to sustain the efficiency and 2®nouncements, also geared to the jc¢ie, Dodgeville, Wis.; Chronotype, 


: ‘£, _ var effort, will be in behalf of such ‘ als "sta CC 
prolong the life of automotive “@™ @ ’ c Rice Lake, Wis.; Clark County Press, 
Football Sportscasts equipment. agencies as Blood Bank, Salvage Neillsville, Wis.; Gratiot County 
Drive and Army, Navy and Marine Herald, Ithaca, Mich.; Reporter & | 
and Booklets Pushed Three Give-Aways Offered recruiti ices . . > Wehetor & 1: 
: ecruiting offices. Farmer, Webster, S. D.; Republican, | 
by Oil Company At the same time, other announce- “We are determined,” says Mr. Versailles, Ind.; Sioux Valley News, 


; 7 : ; ; ‘aro, Mich. 
football broadcasting by Tide Water|ing the list of such items is the shall be deprived of their football. Caro, Mich 


Associated Oil Company, Harold R.| familiar 32-page schedule, “West- | Toward this end, we are using the 
Deal. advertising and sales promo-|ern Football, 1942,” which gives as facilities of 76 radio stations, located 
tion manager of the company’s! complete a list as possible of all the in 56 cities and towns, and believe Street & Smith Comic Group, New 
Associated division, told Apvertis-| college and service team games to that wherever Westerners can get | York; business papers, Proceedings 
inc AGE this week. be played during the season. A radio reception at all, they will of the I. R. E. and Aeronautical En- 
First is the realization that the| second schedule, which is put out receive this season’s football games. gineering Review, both | of New 
public, appreciating the necessity | each four weeks and which lists the Included in these stations are four York; advertisers, Pepsi-Cola Com- 
for making cars last as long as| games actually being broadcast and networks, Blue, Mutual, Columbia P®@"Y, Long Island City, N. Y.; 
“Ye a ie atin : ; i as ; ../ Southern Pacific Company, San 
possible, is unusually receptive to| the stations on which they may be and Golden West, and a long list Francisco; advertising agency 
iny practical suggestions for con-| beard, was formerly only provided of independents. Short wave will Meerman’s Inc. Cleveland . “a 
servation. Second is the fact that | to the service station operators for | reach Hawaii and Alaska.” : 
f service station operators are to | their own retention, but is NOW also This yeal the company feels it Frank Named A. M. 
stay in business, any advertising| available to the general public. The| will get better than normal returns 
campaign must be designed to bring| third item on the list is a complete! from its sports promotion because 


Philip F. Frank has resigned as 


ments will invite the public to call Deal, “that neither service men nor Canton, S. D.; Standard, Boonville, | 
San Francisco, Oct. 8—Two basic| at Associated stations and secure, civilians who live in the western Ind.; Times News, Mt. Pleasant, | 
considerations underlie the planning | free of charge, any or all of three portion of the United States and saat hoe Pens ecdawir dg, | 
behind the 17th consecutive year of | attractive give-away items. Head- who are unable to get to the games Wis.; Tuscola County Adt ertiser, | ; 
Magazines, La Petite Revue,| 
Gardenvale, Que.; Popular Publica-| .- 
tions, (Canada), Toronto, Ont.:| 


: - : ' - | copy chief for F. W. Prelle Com- 
more people into their stations. ;newcomer to the field, and is a/other oil companies have pulled in nd Hartford, to become advertis- 

With a list of approximately 90 | four-page tabloid called “Associated their horns considerably in this) ing manager for Associated Trans- | 
games scheduled for broadcasting Football News,” slated to appear regard. port, Hartford. 


Ancient Rome believed that when men heard thunder on the left, 
the gods had “somewhat of special advertisement to impart.” Ad- 


vertising today brings special messages from every direction, as 


industry and business seil the public on the war effort, Govern- 
ment securities, scrap collection, conservation of goods, and mer- 
chandise essential to life and morale. Although busily engaged in 
the production of goods for war use, and paper substitutes for cer- 
tain critical materials, Champion also supplies paper for those 
patriotic messages. The thundering voice of advertising plays an 


increasingly important part in the drama of America at War. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. CC... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK + CHICAGO - PHILADELPHIA + CLEVELAND «+ BOSTON + ST. LOUIS + CINCINNATL+ ATLANTA 


FUEHRER FUMES 


Omter tram the store on the Supper 
* mailman Ask tow the current Seatteet 
+  Fouxt Adviser Or call FREmont 2200. 


SUPPLEE 
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VITAMIN © MILK 


ne Saeiee FOF ore EW Peeters a Fm PONE Ir 


The worst Gremlin of all gets a key posi- 
tion in the new campaign for Supplee 
milk in the Philadelphia area. 


‘Little Fuehrer’ 
Pops Up Nastily 
in Milk Photos 


Philadelphia, Oct. 8.—Supplee- 
Wills-Jones Milk Company, for sev- 
eral years the most consistent and 
largest dairy advertiser in the Phil- 
adelphia milk shed area, has intro- 
duced a new character in its news- 
paper advertising. 

Using all Philadelphia, Camden 
and Atlantic City dailies and sub- 
urban weeklies around Philadelphia, 
the Supplee campaign urges “Fight 
War Nerves with Nature’s Weapons” 
und features war workers being 
annoyed with miniature cartoons of 
Hitler. Balloons emanating from 
the miniature paperhanger appear 
to harrass one of the characters in 
the large-size illustrations with such 
statements as “Go ahead, tell him 
what a hard day you had.” (In 
this particular advertisement, the 
model who posed as the working 
man in overalls is Francis Murray, 
former captain of the U. of P. foot- 
ball team who last year analyzed 
the plays between halves for the 
Atlantic Refining Company's broad- 
casts.) 


Induce Workers to Drink Milk 


Harry Wallace, account executive 
for N. W. Ayer and Son, agency in 
charge, pointed out that the cam- 
paign aims to establish milk as the 
No. 1 beverage for work burdened 
war employes, and to induce war 
workers to order more milk at their 
factory cafeterias and lunchrooms. 


Over 1,000,000 organized tenpin bow!l- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 
various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is the 
major medium to carry you. message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an _ effective, 
consistent, advertising campaign in 


BOWLING. 
Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 
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Sears, Roebuck 
Sponsors Mail 
Order Course 


Chicago, Oct. 7.—A course 
which emphasizes selling by mail 
as a different, not merely distinct, 
phase of advertising, is being spon- 
sored jointly by Sears, Roebuck & 
Ge. and Northwestern University 
this fall. The course, called the | 
Sears Seminar on Mail Order Sell- | 
ing, consists of a series of 10 lec- | 
tures, the first of which was held | 


Sept. 22. 
The course, which is open only to 
Sears employes, will hear Gov. 


Dwight H. Green of Illinois; Homer 
J. Buckley, president of Buckley, 
Dement & Co.; Mary Lewis, super- 
visor of women’s wearing apparel 
for Sears; Egbert Jacobson, art 
director, Container Corporation of 
“America; Sidney Wells, art director, 
WicCann-Erickson; Frank M. Sher- 
man, director of advertising, Lan- | 
ston Monotype Machine Company; 
Elmer Wheeler, president, Wheeler 
Word Laboratory; Homer McKee, 
vice-president, Roche, Williams & 
Cunnyngham; Clyde Bedell, sales 
promotion manager, The Fair; Louis | 
Flader, editor, Photo - Engraver’s | 


of the operating department of R. R. 
Donnelley & Sons Company; George 


|A. Preucil, vice-president, Chicago 


Rotoprint Company; Samuel A. 
George, general superintendent of 
W. F. Hall Printing Company; and 


Claude Robinson, president, Opinion | 


Research, Inc. 

Some 200 Sears advertising and 
sales staff members will attend the 
course. 


Newark Ad Club 
Backs Fur Vest Drive 


Although officially closed Oct. 2, 
the drive conducted by the Newark 
Advertising Club to collect 800 fur 
coats in Essex County will continue 


until every possible coat is col- 
lected for the seamen’s fur vest 
project (ADVERTISING AGE, Sept. 
28). 


The local drive, as organized by 
the club, calls for the cooperation 
of department stores, fur stores and 
labor unions, with 


Allen J. Michaels, 
Department Store 


of Michaels 
and vice-presi- 


dent of the Ad Club, was chairman | 
of the drive. 


Joins Four A’‘s 
Short and Baum, Advertising, 
Portland, Ore., has been elected to 


the Salvation | 
Army the central collection depot. | 


OVALTINE TEST 
wenes <P me 


EXTRA VITAMINS AND 
MINERALS YOU NEED 


s~ 


D.C. Boils Over 
Projected Ban on 


; bat posite oatmeal . 
pam ng tear Pos te encased . 
- —_ abe ‘ | 
| o a 


This ad, featuring the extra vitamins and 

minerals in Ovaltine, appeared in This 

Week Magazine and constitutes a copy 

theme test for the product. The maker, 

| Wander Co., is eyeing response as a key 

to the theme's use and expansion of the 
campaign. 


Hamann Advanced 


R. G. Hamann, general 
manager of White Rock Mineral 


sales 


Liquor Price Copy 


Washington, D. C., Oct. 8.—Nor- 
mally the local affairs of this 
bustling 10-mile-square area, the 
District of Columbia, gain little 
attention about the country. 

But this week local storm clouds 
|over a series of amendments to the 
District’s alcohol beverage control 
act threatened to break into a 
thunderstorm of national interest to 
the advertising, publishing and 
alcoholic beverage industries. 

The amendments, already passed 
by the House, and placed on the 
Senate calendar this week, specifi- 
'cally forbid all holders of Class A 
or B. retailers’ or wholesalers’ 
licenses within the district to: 
| “Ll. Advertise, by any means or 
through any medium, the price for 
'which alcoholic beverages are for 
sale. 

“2. Distribute, sell or give away 


‘any price list or information with 


membership in the American Asso- | Springs Company, New York, has | respect to the price of alcoholic bev- 
Bulletin; Oscar R. Daum, manager | ciation of Advertising Agencies. 


| been elected a vice-president. 


| erages. 


¢ 


OLORADO 


® And without its middle-income* families, your coverage of 


Omaha, City of the Plains, is not very convincing. 


@ There are 62,141 families in Omaha. Of this number, 


34,861 are in that important middle-income group. 


®@ One out of every three of these families reads THE FAMILY 


CIRCLE magazine weekly (Starch Consumer Magazine Report). 


® Keep the middle-income people in mind when you make 


up that schedule — and include THE FAMILY CIRCLE. 


Mthoul the 


the Great Plains wouldn’t be so great 


ddl 


S 
¥ 


_| 


*$1000 to $3000 


ee) 


“3. Display in his place of busj- 
ness any price list or sign with 
respect to the price of such alcoholic 
beverages if any price on such list js 
visible from the street. 
| “4. Display, or leave in his place 
of business, in a place where cus. 
| tomers may take it away, any price 
list or information with respect to 
ithe price of such alcoholic bever-. 
| ages.” 
| Hotels were exempted from 
| amendment. 


Much Price Competition 

The ban on liquor price advetis- 
|}ing in the District of Columbia has 
been a_ hotly-contested sub <« 
locally for more than three ye irs 
| Its opponents are the local ne vs- 
papers and local liquor retailers 
| Its advocates are the distillers ind 
| so-called “dry” interests. 

Its roots are in the fact that there 
is no fair trade legislation in the 
District, so that intensive price com- 


he 


| petition is rampant. Retailers and 
independent wholesalers have e- 
manded, and received in muny 


instances, concessions to meet prices 

The distillers are anxious to 
withdraw from price competition. 
and from the resulting concessions, 
to remove the local competitive 
situation, which is a constant threat 
|to price maintenance, both in fair 
| trade states and in monopoly states 
The liquor commissions _ in 1e 
| monopoly states, in their contracts 
with the distillers, are guaranteed 
prices paralleling those in any other 
|area. The distillers have, therefore, 
|sought enforcement of a ban on 
price advertising as a means of con- 
trolling margins. 


Newspapers Oppose Measures 


Newspapers have vigorously op- 
posed the measure, on the ground 
that it sets a precedent for other 
|restrictions on advertising. The 
| Washington Daily News, comment- 
| ing on the action by the Senate Dis- 
| trict Committee in advancing the 
price advertising ban amendments 
to the floor of the Senate, said, “As 
long as sale of liquor is legal, citi- 
zens are entitled to be apprised by 
advertisement, a legal means, of 
the prices dealers charge. Adver- 
| tisement does not create price, but 
| denial of the right to advertise price 
stifles competition. If price ads can 
be legislated out of existence, there 
is no reason for not doing the same 
thing as to food, or any other 
| prices.” 


FTC Cites Richman’s 
‘Consumer’ Endorsement 
| The Federal Trade Commission 


| has issued a complaint charging The 
|Richman Brothers Company, Cleve- 
land, with misrepresenting that its 
products are “recommended by al! 
/consumers’ research bodies” and 
“during the last three years the 
leading consumers’ research bodies 
‘of the United States have investi- 
|gated the outstanding brands of 
clothing and in every instance rated 
| Richman Brothers’ clothes first in 
/the low priced field.” 
| The complaint charges that only 
| three consumers’ research bodies 
| have actually made tests and rated 
| the Richman Brothers clothing. 


COLUMBIA'S 
STATION 
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Ramon in the | 


Armed Forces_ 


Jerome Joss, account executive 
with Schwimmer & Scott, Chicago, 
has resigned to enlist in the Army. 
He was assistant radio chief for the 
war savings staff of the Treasury | 
Department in Illinois. 

Peggy Davis, formerly secretary 
to the space buyer of McKee & 
Albright, Philadelphia, has reported | 
to Smith College, Northampton, 
Mass., as an officer candidate for the 
WAVES. 

William J. Wilkin, head of Wil-.| 
liam J. Wilkin Company, San Fran- 
cisco, has gone to Ft. Douglas, Utah, 
to train for an Army air forces | 
commission. 


| 


Louis Caine, account executive of | 
' 


Carl Wakefield Advertising Agency, | agency in Minneapolis to enter the| from 
San Francisco, has joined the Army | Navy. 


air forces as a captain. 

James M. 
manager of the Reeves Pulley Com- 
pany, Columbus, Ind., is now Lt. 
(jg) Jewell, USNR, Newport, R. I. 


Ensign Ralph Roberts, formerly in| 
the copy department of Keeling & | 
Co., Indianapolis agency, is now in| 
of | 
Great Lakes Naval training station. | 


the public relations division 

Keith Kerby, assistant manager 
of KROW, Oakland, has enlisted in 
the Army as a private. 

Daniel S. Warner, formerly with 
the Buffalo office of Batten, Barton, 
Durstine & Osborn, has joined the 
Marine Corps and is stationed at 
Quantico, Va. 

James Fox, copywriter for the 
Kohler Company, Kohler, Wis., has 
been commissioned an ensign in the 
Navy and assigned to Princeton 
University for training. 

Carl Muffler, advertising layout 
man for Ed. Schuster & Co., Mil- 
waukee, has been inducted into the 
Army. 

William George Bruce, III, grand- 
son of the president of Bruce Pub- 
lishing Company, Milwaukee, 
enlisted in the Navy. He was pro- 


duction manager for the company. 
Burton E. Vaughan, formerly 
assistant to the sales manager, 


Alco-Gravure division, Publication 
Corporation, has been commissioned 
a major in the services of supply, 
and is chief of the price adminis- 
tration branch. Working with him 
are Maj. J. P. Tunstead, former 
business manager of the New York 
Journal American, and Capt. Robert 
P. Uhl, former BBDO 
executive. 

James I. Pogue, formerly assistant 
art direetor of Ketchum, MacLeod 
& Grove, Pittsburgh, has 
graduated from the Army flying 
school at Midland, Tex., as a bom- 
bardier. 

Forrest K. Foster, formerly in the 
Pittsburgh effice of Industrial 
Equipment News, is now stationed 


at Miami Beach, Fla., with a tech- 


nical school squadron. 
Milburn J. McCarty, Jr., chief of 


the press section of the war savings | 


staff, Treasury Department, Wash- 


Jewell, advertising | la 


has | 


account 


been | 


Collins, Miller & Hutchings: 


Photo-engravers in Chicago 
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ington, D. C., has resigned to join 
the Marines as a combat correspon- 


commission as lieutenant in the 


Naval reserve. 


commissioned a captain in the Army 
engineer corps, and assigned to Ft. 


York, has been commissioned a lieu- 
tenant in the Naval reserve. He has 


dent. He was formerly with Steve’ Belvoir, Va. Capt. Fridrich saw been assigned to Navy aviation Andrew J. Haire, Jr., and Thomas 
Hannagan Associates, The New active service in World War I. intelligence. B. Haire have resigned as treasure: 
Yorker, New York Herald Tribune Bomar Lawrence, vice-president F. Sugden Murphy has. been|and vice-president, respectively, of 
and Douglas Leigh, Inc. of Mecklenburg Times Publishing! granted leave of absence as vice-| the Haire Publishing Company, New 
David H. Glatfelter, assistant ad- | Company, which issues newspapers president of the Art Gravure Cor-| York, to join the armed forces. 
vertising manager of Gazette and in Charlotte, Belmont and Mount, poration, New York, to go on active | Andrew Haire has been commis- 
Daily, York, Pa., has entered the Holly, N. C., has been commissioned | duty with the Navy. sioned ensign in the Coast Guard 
Coast Guard as seaman, first class.| an ensign in the Navy. | Mefford R. Runyon, vice-president | reserve, while Thomas Haire has 
He is stationed at Baltimore. Winfield R. Levi, former promo-| and director of Columbia Broad-| been appointed to officers’ training 
Maj. William M. Mashbir, on tion manager for Station WSAI,| casting System, New York, has) school of the Army air forces, 
leave as national advertising man-| Cincinnati, has completed officers’ | been commissioned lieutenant com- Alfred F. Collins has resigned as 


ager from the Philadelphia Daily training at Miami Beach, Fla., and 
News, has been named quartermas-|has been commissioned a_ second 
ter of the Army air base at Jackson, | lieutenant in the Army air forces 
Miss. George Semple, art director 


mander in the Naval reserve and|assistant advertising manager with 
stationed for training in the Noroton | Rumford Chemical Works, Rumford, 
Naval radio training school. |R. I, to join the Army air forces 
for David E. Rothschild, account He is stationed at Camden, S. C 
J. P. Hultgren, production man- |W. H. Millhaem & Co., Des Moines| executive at Oswald Advertising | " . 
ager of Allen & Reynolds, Omaha, | agency, has resigned to enter Coast; Agency, Philadelphia, has enlisted | Larsen Shifts Office 
left Sept. 29 to enter an Army | Guard officers’ training. Wayne|in the Army as a volunteer officer| Peter Larsen, advertising man- 
officers’ candidate school. He has! Sumey, contact man for the agency, | candidate. lager of The Insurance Field, has 
been succeeded by Marjorie Seaburg| has also resigned to join the Coast; Brandt Aymar, former account) transferred his headquarters from 
of the same organization. | Guard, executive with Wortman, Barton & | the home office = Louisville, Ky., 
Chester A. Gile has closed his| Sidney E. Kassel has resigned | Goold, New York, is now on active |‘. the company's Eastern | branch 
, + Fianna | Offices in New York, effective Oct. 
the partnership of North-| duty as ensign in the Coast Guard 


r , 19. Robert J. McGehean, executive 
Kassel Studios, New York, to accept) reserve. 


representative, who has operated 

Richard L. Fridrich, formerly a/a commission in the Navy. Robert Newcomb has resigned as|oyt of the New York office, will 

yout artist with Jones Frankel John D. Anderson, account execu-| copy director of Ward Wheelock |make his headquarters at Louis- 
Company, Chicago agency, has been|tive at Ruthrauff & Ryan, New Company, Philadelphia, to accept a| ville. 
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Co-op League Air 
Show Stymied as 
Nets Refuse Time 


Protests Made to 
Government Officials 
by Consumer Group 


New York, Oct. 8.--The makings 
of another battle involving  net- 
works were being stirred up her 


this week as the Cooperative League 
of the U.S. A. on one side and NBC 


and CBS on the other argued the 
merits of the networks’ decision 
tc refuse time sales to the League 
for its “Let’s Get Together, Neigh- 
bor,” program, originally scheduled 
for initial airing on 30. stations 
Oct. 11. 

In a statement issued this week 
CBS declared that its refusal to 
sell time to the League was based 


on a “long-established policy not to 
sell time for programs devoted to 
public controversial issues.” The 
programs offered by the League, the 
CBS statement said, “were designed 
to promote a fundamental change in 


ADVERTISING AGE 


the present system of marketing and | time on owned and managed sta- 
distribution of goods and services,| tions, affecting the Co-op League’s 
whereby cooperative associations} projected use of KDKA, Pittsburgh: 
would largely supplant retail stores| WTAM, Cleveland; WJSV, Wash- 
and other common distribution} ington, D. C.; and WCCO, Minne- 
establishments. CBS would natur-| spolis, along with 26 other stations, 
ally accept a program sponsored by | caused a flare-up at the League’s 
# cooperative store engaged in the} biennial convention in Minneapolis 
sale of goods which advertised the|the end of September, and led to 
coods offered for sale.” | the decision to hold off the program 

The CBS statement continued that | entirely “until steps can be taken to 
this policy is in line with the NAB | establish the right of the coopera- 
code, that sustaining time has fre-| tives to buy radio time on the same 
quently been made available to the any other business ot 
League, and that if time were sold | organization.” Atherton & Currier, 
to the League, there would be noth-| New York, was to have handled the 


basis as 


ing to prevent an association of] program. 

retailers or others to buy even more! The League unanimously ap- 

time to argue against the League’s| proved a_ resolution directing its 

theses. board to take appropriate action 
NBC, in its statement of the case,|through the Federal Communica- 


called attention to its “long estab-| tions Commission, Congress and the 
lished rule whereby any commercial | enti-trust division of the Depart- 


ment of Justice and urging local and 
regional cooperative organizations 
to inform their members of all the 
facts of the case and “to secure 
their support in establishing the 
unrestricted right of the coopera- 
tives to go on the air.” 


Adopt Militant Attitude 


resolution 


broadcast on which an appeal is 
made for membership or funds 
not accepted,” the only exception 
having been the Red and 
President Roosevelt's “March of 
Dimes.” NBC asserted that 
the Co-on Teague declored 
KDKA. Pittsbureh, is an NBC-man- 
ged station, this is not The 
League, for its part, denies that its 


1s 
Cross 


also 


while 


SO, 


also expressed 


The 


program was “a planned campaign | appreciation “to those radio officials 
that promotes or solicits member- [presumably the 26 stations which 
ship.” were unaffected by the CBS and 

Refusal of the networks to seli NBC decisions] who have shown an 


SUPPORTS DEALERS 


ea HE 


feels? 


| by a spirit of militant fervidne 


| keynoted by the talk of Dr. Jame 
| P. Warbasse, founder and presiden: 
‘emeritus of the Cooperative Leag; 
of the U. S. A. who challenged : 
consumer cooperative movement 
shed its modesty and proclain 
program vigorously and audaciou 
“The world cooperative movem 
has gone its way peacefully, quik 
and without ostentation unti] 
includes one-fourth of the popu!.- 
tion of the world,” he said. ‘ 
us demand that the people be 
denied the use of this cooperat 
|method. Let us go forward wit 
world-wide plan in the interes: 
all people. Let us see to it 
civilization be not longer delay: 
Neil S. Beaton, president of P 
Scottish Cooperative Wholesale 
i ciety, who flew from his hom« 
uddress the convention, declared 


The times are tough for many store | a broadcast carried by CBS and the 
owners and Los Angeles Brewing Co. 


gives them moral support in this full- | that 


page copy in newspapers of the city. 
Half-page ads in business papers serving 
grocers and liquor stores emphasize that 


"it's no bed of 
Lockwood-Shackelford Advertising | 


roses for 


us either.” 


Agency handles the account. 


understanding of the importance of 
the cooperatives to the welfare of 
American consumers.” 

Aside from the radio controversy, 


the 


biennial 


meeting 


was 


marked 


single article in 


desiring it.’ 


The article which won this Award —as the best 


“Plight of Paper.” It is typical of Modern Pack- 
aging’s foresighted editorial content. It con- 
tributed much to the withdrawing of any restric- 
tion, real or imaginary, on the use of paper 
packages. A free copy will be sent to any firm 


MM 
lo 


any business paper —is called 


billion-plus market. 


aging industries in peace and war. 


HE Award to Modern Packaging maga- 
zine in the 1942 Industrial Marketing 
Competition for editorial excellence among 
business papers serves to re-emphasize the 


leadership this magazine gives to the pack- 


This Award was won in competition with 
business papers in all fields—a_ gratifying 
fact. but less important than Modern Pack- 
aging’s standing in its own field. In packag- 
ing there is no competition. Modern Pack- 
aging is the only ABC packaging paper and 
the outstanding authority on all phases of the 
subject. Its readers are consistent (renewal 
percentage is 71.41) and executive. They 


represent control of 95% of packaging’s $4- 


MODERN PACKAGING 


INDUSTRIAL MARKETING COMPETITION 


Canadian Broadcasting Corporat 
the growth of cooperati' 
from tiny enterprises to giant orgon- 
izations “which was rapidly coming 
to fruition” has been tempora: 
halted by the outbreak of war, but 
that “‘wars will not indefinitely hold 
it back; rather they will, in the e: 
hasten the attainment of our go: 


Possible Political Development: 


Although the cooperative movy.- 
ment at present largely n 
political, it may have to becom« 
political force if the proposed prv- 
gram of expansion is to be realized 
This was made clear by Mr. Beat 


is 


who recommended these lines of 
approach: (1) voluntary cooper:- 
tion; (2) municipal control and 


ownership and (3) state control ; 
ownership. The first should ¢ 
for public interest in commer: 
activity; the second in public works 
and service; and the third in the 
ownership and use of natural re- 
sources, transportation, legal ma- 
chinery and the general welfare. 

Consumer cooperatives and se) 
ice associations in the VU. S. ni 
have a total membership of 15,500.- 
000 persons and do a business of 
nearly one billion dollars a yea: 
This was reported by Florenc 
Parker of the Bureau of Labo 
Statistics, Department of Labor, in 
her greetings to the opening session 
of the Congress. 

With the business meeting at the 
closing session adopting 18 resolu- 
tions, one of which instructed the 
board of directors to name 
tional planning committee to write 
a five-year program, it was plain 
that the 154% million persons in th: 
cooperative movement in this coun- 
iry are going to have a lot to 
about the form of the new world 
that will emerge from the nex! 
peace conference. 

The entire roster of officers was 
reelected to serve another two-yeca! 
term. They include: Murray D 
Lincoln, Columbus, O., president 
Howard A. Cowden, North Kansa 


a na- 


City, Mo., vice-president; E. R 
Bowen, Chicago, executive secre- 
tary; and Leslie E. Woodcock 


Brooklyn, treasurer. 


Spencer Advanced 


Leslie V. Spencer has _ bee! 
appointed editor of Aero Diyest 
aeronautical business magazine 


Prior to joining the publication a: 
technical editor last January, M 
Spencer wrote numerous article 
technical, business and 
magazines 
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. The first charge has echoed be willing to sacrifice Mr. Miller and H@g Tomato Paste Drive To Bozell & Jacobs 
Ho e for Ra 10 through the corridors and rooms of to undertake a substantial reorgani- pia pank Canning Company, . The Chicago office of Bozell & 
every NAB convention since the’ zation of the trade association to Riverbank Cal has released Jacobs has been appointed to handle 
‘ early thirties. The second issue has avert a wartime split into two com- through H. B. LeQuatte, Inc. New ®@dvertising for Ickes Braun Green- 
romi e F de been rolling up ever since Mr. peting organizations. York. a schedule in four nationa] house Mfg. Company. Ruth Bran- 
omp § a $ Miller and FCC chairman James Broadcasters on both sides are women’s magazines in behalf of "@n is account executive 
Lawrence Fly engaged in open agreed that some formula for unity Madonna tomato paste. Advertise- eee 


verbal fisticuffs at the 1941 NAB must be found before the stations ments will appear in each issue of Jenkins Names Brune 
as roups a e convention in St. Louis. Mr. Fly and the networks face any new these publications for the next 12 


H. A. Bruno and Associates, New 
has not hesitated to single Mr./ negotiations with their principal Months. 


York, has been appointed public re- 


. Miller out for personal attacks ever) current enemy, James C. Petrillo, lations and = employee _ relations 
internecine Struggle ‘since. Mr. Miller on the other hand president of the American Federa- Ohlmacher to New Post counsel for Jenkins Bros., Bridge- 
in Broadcast Ranks has held that his stand against the tion of Musicians. H. H. Ohlmacher, formerly with port, Conn 

. FCC chairman has been represen- | Quarreling and suspicion between Brooke, Smith, French & Dorrance, a 
Breaks Out in Open itative of industry opinion and has! broadcasters are made to order for | Detroit, has joined Laucke & Nor- Pye to Farming 
| been taken on instructions from the | the “divide and conquer” technique ling, Detroit motion picture’ pro- Miss Alice Pye, formerly on the 
Vashington, D. C., Oct. 7.—Hope | NAB board. that the union official has used in @¥Ucer, which is now making training faculty of lowa State College, 
for salvaging a “united front” in the | The Shepard group has been. past negotiations. films for the U. S. armed forces school of journalism, has joined the 
broadcasting industry faded this | emeaihy campaigning for removal of iat editorial staff of Successful Farm- 


week as leaders of the “anti-net-/ yy, Miter since the Senate con-| : 
work’ wing proceeded with formal , Loveton Joins L & T Kirsch Beverages, New York, has 


firmed President Roosevelt's reap- , a ee ae \ . KN . 
organization of their own American | pointment of Mr. Fly to the FCC John W. Loveton has resigned as appointed Frank Kiernan & Co., Lewin Named Agency 
Broadcasters Association while the | —* . radio program director of Ruthrauff New York, to direct advertising. A. W. Lewin Company, Newark, 


Kirsch to Kiernan ing. 


maiority of directors of the National last spring. & Ryan, New York, to join Lord & The coming campaign will be based has been named agency for United 
Aceotiation of Broadcast es hesi Indications this week were that) Thomas, New York, as producer on popularization of the 16 Kirsch Electronics Company, Newark, 
ASSOCIATION es ‘| the present NAB leadership might | and writer in the radio department. flavors among the younger set maker of transmitter tubes. 

tated to yield any quarter to the 


surgents.” 

The NAB board will attempt to| 
establish a formula for reconcilia- 
tion in Chicago Tuesday, Oct. 13, 
the morning after the government 
irgues its temporary injunction suit 
egainst the American Federation of | 
Musicians in the District Court of 
Northern Illinois. 


ABA Founders to Meet 


Five of the principal founders of 
ABA are scheduled to meet in New 
York tomorrow, in a routine meet- . ih a hy ‘uglie ana : 
ing to name their temporary presi- F 
dent, secretary, treasurer and direc- ! 
' tors. They are John Shepard III, os yin Lou IS Area! 

Yankee Network owner, and chair- 
man of the Broadcasters’ Victory i ‘is 
Council; Eugene Pulliam, WIRE, 
Indianapolis, president of Network 
Affiliates, Inc.; Walter J. Damm, 
WTMJ, Milwaukee, former NAB 
president; George B. Storer, WSPD, 
Toledo, and president of National 
Independent Broadcasters; and 
Harry Bannister, manager of WWJ, 
Detroit. Also active in the new 
, ABA group are James D. Shouse, 
vice-president, Crossley Radio Cor- 
poration, Cincinnati, and supervison 
. of stations WLW and WSAT; O. L. |! 
- “a Taylor, president of the Taylor- 
i Howe-Snowden stations in Texas; 
m Stanley Hubbard, KSTP, St. Paul; 
nd E. B. Craney, Z-Bar Network, 
Montana 
Although the current split be- 
~ tween the NAB leadership and a 
group of the larger independent 
filiates is patently over the admin- 
stration and personal qualifications 
of NAB’s paid president, Neville 
me Miller, the roots are deep in the 
‘y decade-old conflicts between the’ 


w larger networks and their affiliates. 
x Unity among the broadcasters has 
heen rare. Only when a major 
Ae conflict with ASCAP, the American 
— Federation of Musicians, or the Fed- 
» eral Communications Commission 
mn has threatened to destroy the entire 
- broadcasting industry have all of 
R the groups rallied to a single cause. 
il And only when such a major threat 
existed has the NAB been able to 
command a full and representative 
membership. 
' Two Issues Raised 
st In the innings between external 
ne lights the broadcasters have concen- 
as trated on intra-mural battles be- 

M tween networks, affiliates and inde- , Ti vs , bast 
fo endents. The current squabble is he latest Gill Survey says the 
the culmination of all these contro- . , 
ersit over a decade, with two » . : . . 

— sindineemele KMOX COUNTRY JOURNAL attracts more early morning listeners, both inside and 
Alleged domination of the 


NAB by NBC, Columbia and the ° : . : . ‘ ‘ 
Blue Network. outside St. Louis, than all other St. Louis stations combined. 
2. Retention of Neville Miller, 
‘he «ssociation’s first paid president, je — a : ee ll ° _— v7 : 
until the expiration of his contract, Iwenty-three advertisers, since the first of the year, have made use of this fact to 
June 30, 1944. 


a 


sell bread, soap, shoe polish, furniture, clothing, feed, resorts, drugs and jewelry. 
sooK.ers 


roe Early Birds interested in converting pennies of advertising cost into dollars of sales *h Pitt 
cost ; . . ' “ae a 
RA LESS will write (or wire) KMOX (or their nearest Radio Sales office) for availabilities of 
| 


announcements, cr five or fifteen minute program strips on the COUNTRY JOURNAL. 


IMPROVED OFFSET 
Laurel LITHOGRAPHY 


COMPLETE COPY & ART DEPARTMENTS 


LAUREL PROCESS COMPANY THE VOICE OF ST. LOUIS * 50,000 WATTS 
400 CANAL STREET, NEW YORK Owned and operated by Columbia Broadcasting System. Represented by 
WALKER 5-3030 © Radio Sales: New York, Chicago ’ 


, Los Angeles, San Francisco, Charlorte 
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‘Flying Cadet’ Debut 
Scheduled for Oct. 30 


tion magazine, is scheduled to ap- 
pear Oct. 30, and will be distributed 
by American News Company. 
signed editorially for boys 
young men in the 15-19 age group, 
the publication will seek to guide 
them into aviation occupations. 
More than half of the 
of Flying Cadet will be devoted to 
drawings, diagrams and_photo- 
graphs. Inside pages will be mono- 
tone gravure. Advertisers are guar- 
anteed 250,000 net paid circulation, 
with rates subject to pro-rata re- 
bates by issues. There will be a 
sample mailing of the first issue to 
29,000 high schools and preparatory 
schools. Archer St. John is pub- 
lisher. Editorial and business of- 
fices are at 420 Lexington avenue, 
New York. 
Aetna Produces Movie 
Aetna Life Affiliated Companies, 


Hartford, has produced a new color | 


movie titled, “Vitality for Victory.” 
The picture, showing the importance 
of a well-balanced diet, is available 
for group exhibits. 


Aaron to ‘Newsweek’ 

William H. Aaron, formerly sales 
manager for Wetzel Brothers, Mil- 
waukee, has been named to the 
Chicago advertising staff of News- 
week. 


De- | 
and | 


page area | 


F General Bandages 
é Flying Cadet, new moninly avia- Tests Deleet, New 


Tablet Detergent 


Chicago, Oct. 7.—Test advertising 
or a new product—Deleet sudsing 
tublets—made by General Bandages, 
|Inc., has begun in newspapers in 
La Crosse, Wis., with extension of 
| the test to other areas scheduled for 
the near future. Advertising is be- 
ing handled by Wade Advertising 
| Agency, with W. R. Watson the ac- 
/count executive. 

Deleet, described in the advertis- 
|ing as an “amazing new discovery 
| that completely changes old ways of 
| 
sheer fabrics,” is unusual in that the 
detergent product comes in tablet 
|form, rather than in the usual flake 
form. It is being advertised in two 
package sizes—eight tablets for 10 
cents, and 22 tablets for 25 cents, 
and is sold only at drug and toilet 
goods counters, with the food store 
distribution which is customary for 
household soaps and cleaners being 
deliberately avoided. 

Absence of “soap curds,” equal 
efficacy in hard or soft water, elimi- 


washing stockings, undies, delicate, | 


ADVERTISING AGE 


of use. One tablet is said to be 
enough to do an ordinary day’s 
“rinsing out” of personal apparel. 


Mack Schedules Ads 


to Sponsor Meetings 


Mack Trucks, Inc., Long Island 
City, N. Y., has released newspaper 
copy in Washington, D. C. and in 
ten cities in Pennsylvania, New 
Jersey and Maryland to announce 
Mack-sponsored meetings with the 
Office of Defense Transportation on 
bus and truck conservation. 

Other ads will appear wherever 
meetings are held throughout the 
country. McCann - Erickson, New 
York, is the agency. 


Color Exposition Opens 

The second annual Chicago Color 
Exposition, sponsored by the Asso- 
ciation for Color Research, will be 
held until Oct. 31 at Art Center 
Chicago. 


Gibbons Advanced 


O. T. Gibbons, formerly Montreal | 


manager of Canada Printing Ink 


Company, Toronto, has been named | 


sales manager. Ted Prime succeeds 
him as Montreal manager. 


| 
| 


Gets Carpet Account 


nation of rings on the washbow! and | Thomas L. Leedom Company 


the test copy, in addition to the ease | vertising for Bristol Carpet Mills. 


snd One of the introductory 
“dulling film,” are the principal vir-| philadelphia, has named Gray & | 
tues of the product dramatized in| Rogers, Philadelphia, to direct ad- | : , 
| Crosse, Wis., and likely 


AWK AWHA 


Take stock and you'll find Kansas City in the 
midst of a record-shattering agricultural 
boom. You'll also find KMBC hogging most of 
the farm audience hereabouts . . . (surveys 
proving this are available on request). The 
explanation lies in a policy of “selling farmers 
by serving ‘em” which has never yet laid an 
egg for an advertiser. Consider: In Phil Evans, 
, nationally-known agricultural authority, KMBC 
has the only full-time farm service director in 
Kansas City radio. Only KMBC is authorized 
by the Kansas City Livestock Industry to 
broadcast market reports from the Livestock 
Exchange Building. KMBC is the only station 
broadcasting nearly thirty solid hours of farm 
service programs each week. For greener 
profit pastures, farm out your sales problems 
on KMBC —the station that’s “9 Ways the 


Winner.” Remember? 
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NEW SUDSING TABLETS GIVEN TEST 


deleet 


IT'S WONDERFUL! 
WHY DIDN'T 
SOMEONE 
THINK OF THIS 
BEFORE ? 


SUDSING | 
TABLETS 


advertisements in a test 
being conducted in La 


to spread shortly to 
other test areas, for 
Deleet sudsing tablets, 


detect Sudeing Vebiets are sold onty 
ot drug end tevlet goods counters) 


Washes 


product of General 

Bandages, Inc., Chi-  SSectarsiy ten st encces 
cago. Wade Advertis- germs inns tame ttarsmsnrs swt tie mene 
ing Agency is in charge. oo a * 


SUDSING 
TABLETS 


Stromberg Promotes Two Two to Petry & Co. 


Stromberg-Carlson Mfg. Company Irvin Gross, for the past 
has appointed William Fay, general| years commercial 
manager of the company’s radio 
stations, WHAM and W5l1R, as vice- 
| president of the company in charge 
of broadcasting activities, to suc- 
ceed the late E. A. Hanover. Jack 


Co. 


successor as 


WHAM-WS5SIR. 


general manager of|with NBC sales, 


| Petry sales force. 


has joined 


two 
manager of 
|WFAA-WBAP and KGKO, Dallas- 
| Fort Worth stations, has been placed 
in charge of sales promotion in the 
Chicago office of Edward Petry & 
Buell Herman, formerly with 
Lee has been appointed Mr. Fay’s | The Katz Company and previously 
the 


AKRON 
| TOPS ALL 
OHIO CITIES! 


* * * Sales Management's study of High- 
Spot Cities predicts that Akron sales for the 12 
months ending October 3/st will be 22.2 per-cent 
greater than the preceding year, and seven per-cent 
above the expected national gain. This is the high- 
est per-cent gain of any city in Ohio and amounts 
to $34,200,000. 

And that's just the beginning, for Akron is grow- 
ing fast. New and enlarged war industries are at- 
tracting thousands of additional workers to this city 
every month; these workers will help skyrocket re- 
tail sales figures to a new high. 

A well planned sales campaign placed in the 
Beacon Journal is the best way to get your share 
of this new business. 


| Akron and the Beacon Journal should top 
| your Ohio list. 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 


New York, Philadelphia, Cleveland, Los Atlanta 


Chicago, Angeles, 
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_ sion thereafter. He says that from, Thompson, Harrison To Blackett-Sample 
P t-W Pl > the latter 1940’s onward the world | eg ” . aia: ith P , 
ost ar anning will enter a period of capital-hunger | Join Look Staff S. Marie Vaughn, formerly assist- 
i eee ; : ae .. | ant research director of Gardner 
How Business and Industry Is Preparing with a steady upward trend in world Py re a nemo Advertising Company, St. Louis, has 
for a Peace-Time World trade, capital movements, employ- year emgaget . tpl Spotlight. of joined the research department of 
Edited by RALPH O. McGRAW mannan —_ agree a oe | Fashion division, New York. Blackett - Sample - Hummert, Chi- 
— pressions, he feels, will be short Curtis J. Harrison. formerly ad- | °#8° 
The new national and interna-| hosiery industry will not return to| lived and will not involve anything | yertising manager of Photoplay and | -aaiaaamaaasiaiee 
tional viewpoint which has been| the place it left off when the war) like the heavy unemployment of the | for the past two years with Mutual ‘Sunset’ Names Reps 
estavlished in Pacific Coast indus- began. Many of today’s trends are 


tries along with their great war ex- | 
pansion is certain to result in the| 
West Coast continuing as a market | 
and industrial area of major conse- 
quence after the war, Dr. Eliot G. 
Mears, Stanford University, asserts 
in The Log for September. “Our 
closer relations with China, Soviet 


Russia and Latin America are 
clearly realized,” he says in ex- 
planation. “The North Pacific 
region, including strategic Alaska, 


has taken on vastly increased sig- 
nificance, particularly with refer- 
ence to air routes and general strat- 
egy. The weakened position of the 
British Empire is another salien, 
factor in the Pacific area.” 
+ * * 

The Architectural Forum sees 
prefabrication providing the means 
of building low-cost houses on a 


really large scale after the war to 
meet the demand for homes of mid- 
dle and lower income groups, which 
outnumber all the other income seg- 
ments of the population. 

* te * 

Operation of the price control | 
laws and regulations is going to give | 
the public an education in the in- 
tricacies and economies of business 
operations which will end in their 
demand for greater economy in the 
distribution of consumer goods, says 
Earl W. Elhart, in Women’s Wear | 
Daily. 

# * 

Many automobile dealers who are 
along in years and fairly well fixed 
financially will not attempt to carry 
through a prolonged war period 
and once they leave the field will 
not return, Motor for September 
predicts. In that event, says the 
publication, post-war car manufac- 
turers will have to look for new 
blood and new capital. The ideal 
post- war automobile, sketched in 
this same publication by Edward | 
L. Woodruff, would have eithe: 
front or rear direct drive and the | 
power-pack so designed that it) 
could be easily detached from the | 
car for repair or adjustment. 

* k * 

A recent sampling tabulation of | 
construction news reports in the 
files of F. W. Dodge Corporation in- 
cluded 1384 projects in the design- 
ng stage valued at $297,769,000 be-| 
ing planned for execution when | 
ifting of present restrictions on 
building will permit them to go)| 
ahead. 


* * | 


The Engineering Institute of Can- 
ida has set up a committee on post- | 
var problems and reconstruction to | 
onsider the various moves now be- 
ng made by the government and | 
ndustry in relation to post-war re- | 
mstruction and re-establishment. 


* * +: 

Scott & Williams, Inc., New York 
nanutacturer of knitting machines, 
as launched a campaign in Cotton 


nd Textile World to stimulate! 
‘inking among hosiery manufac- 
‘urers about post-war market de- 
mands growing out of wartime de- 
tlopments. “Of one thing we can 
% certain,” cautions the copy, “the 


going to carry over into the post- 


war world ... to serve a more dis- 
criminating public in a_ buyer's 
market.” Improved yarns will 


greatly influence the hosiery of to- 
morrow, the copy indicates. Hazard 
Advertising Corporation is directing 
che campaign. 
According to a review in the Au- 
gust Industry Illustrated from Lon- 
don, in his book, ‘“‘The Economics of 
1960,” Colin Clark, M. A., says pub- 
ic control will attempt to restrict 
he boom after the war which may 
n such a case be prolonged to last 
‘or three or four years instead of 
two as after the last war. Mr. Clark 
does not anticipate a severe depres- 


inter-war period. 


Because the larger, 
stronger outlets for household ap- 
pliances will presumably be able to 
survive the war much better than 
smaller dealers, it is generally con- 
ceded in the trade that the big stores 
will have a decided edge in snap- 
ping back into the appliance busi- 


ness after the war, according to a| 


survey recently conducted by Re- 
tailing. This viewpoint is invariably 
qualified by an admission that such 
advantage will be of limited dura- 
tion because there will be such a big 


market and the demand for appli-| 
ances so great that a large number | 


of dealers who have left the busi- 
ness will rush back into it. 


financially | 


abe ena pe heer — the | A. B. McClanahan, McClanahan & 
fiat: eee . Co., New York, has been appointed 
‘representative in the New York 
| territory for Sunset Magazine, San 
Ham-| Francisco. Sidney C. Warden has 


| been named Chicago representative. 
| 


Explains Restrictions 
Ferres Advertising Service, 
ilton, has released a series of ad- 
vertisements to Canadian magazines = —— 
explaining the restricted supply of Peppers to Companion 
washers, on behalf of Easy Washing Edward P. Peppers has resigned 
Machine Company, Toronto. from J. Walter Thompson Com- 
_ ,pany’s media department, New 
Brown Succeeds LaPierre § Y's, to join the sales staff of Wo- 
itis Oh Cheediaih tne tinieh deitiol man’s Home Companion, New York. 
| manager of the export department ° 
of General Foods Sales Company, | Gets Chemical Account 
New York, and a member of the op-| Albi Chemical Corporation, New 


erating committee. Mr. Brown suc-| York, has appointed Robert B. 
ceeds Guy M. LaPierre, retired,|Grady Company, New York, to 
|}whose assistant he has been since|direct advertising for its Protela 


1919. mildew-proofing compound. 


20,167 requests for 


tickets to 


“Breakfast at Sardi’s’ 


Late in July, Tom Breneman, MC of ‘Breakfast at 
Sardi’s,"” announced his 9:30 A.M. show would be pre- 
sented from San Francisco, for one week. He invited his 
listeners to write KGO for tickets. What happened! 
KGO's phones were jammed five minutes after the an- 
nouncement. Two extra girls were hired to handle the 
mail. And, when the storm subsided, requests for 
20,167 tickets had been received. The final show was 
put on before 13,087 guests in the S. F. Auditorium. 


1856 World War Atlas’ 
sold by a few 


Here’s a test which was made against the toughest 
kind of competition. A World War Atlas was offered 
at 25¢ per copy on a KGO news show. This offer com- 
peted with the second highest ranking news program 
in this area. With just 22 thirty-second announcements, 
1856 copies of the Atlas were sold. And, this new 
KGO news program, at the time, hadn't been on long 
enough to establish a Hooper rating. You'll find, on 
investigation, many good news buys on the new KGO. 


1735 War Bonds 
sold during 


“Bond Night on the Blue’ 


KGO is particularly proud of this test. You'll recall 
the monuntental program, “Bond Night on the Blue,” 
staged Saturday, August 29th. During the show the au- 
dience was requested to phone, wire or mail pledges for 
War Bonds. The result. A total of 1735 telegrams and 
phone calls were received while the show was on the 
air. These same people ordered nearly a quarter of a 
million dollars worth of War Bonds. Nothing was pre- 
arranged . . . but it indicates to you the pulling power 


of the new KGO. 


Investigate the new KGO 
... the action station 
in San Francisco 


There's other evidence of the mew KGO's pulling 
power, too. For instance, KGO has sold this year 
more locally-produced Y-hour shows than any 
other San Francisco station . . . Local and spot sales 
are each month 30% to 60% ahead of last year.. 
And with the new Fall Blue Network schedule 
even greater things are in the offing! Keep posted 
on the new KGO. .. the action station in the great 
San Francisco-Oakland markct. 


Represented Nationally by Blue Spot Sales Offices 


NEW YORK + CHICAGO - DETROIT - HOLLYWOOD - SAN FRANCISCO 


810 KCYLS + 7500 WATTS 
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Windex Effort 
Features ‘Happy 
House Cleaning’ 


Oct. 8.—The start of 
the fall house cleaning season will 
be observed by Drackett Products 
Company next week with a page of 
cartoon-strip copy in Life for Win- 


Cincinnati, 


dex window cleaner, to be followed 
by a schedule of insertions in 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman's Home 
Companion. 

Approaching the annual house- 
hold chore in a light vein, the initial | 


advertisement will be captioned, 
“Autumn's so happy for nut-storing 
-quirrels . Why can't it be so for | 
you house cleaning girls?” Copy! 
will feature the varied uses of 
Windex and compare its conveni- 
ence with the unwieldy pail and 


brush used by “grandma.” 

Drackett will also introduce a 
new plastic Windex sprayer this| is called “a distinct improvement,’ 
fall, a change brought about by the) and it is claimed that it will not | 
metal shortage. The plastic sprayer! become “sticky” in its action, as 
|sometimes happened with the old 
| metal sprayer after standing in the 
| liquid for a long period of time. 

Young & Rubicam, New York, is 
ithe agency. 


Sets Convention Date 


ackagi i > ~w York, | ee tat ; ‘ |The set developed by Scott is re- 
oil gee ge pencinn ig Reece gg on posters of 22 cities and In news- this week to Industrial Marketing. | ported to have tie this t: “a 
the Hotel New Yorke: Nov. 5-6. papers of 70 towns in the Midwest. September issues are up 6.1 per mitting function of receivers Wy 
Subject will be “Packaging in War- The cookies have been a product! cent over similar issues of a year | degree which makes _ interceptio: 
time.” of the Curtiss Candy Company for! ago, while the advertising volume] ¢.o4. any reasonable distance im. 
some time, but have never been) for the first nine months is 6.6 per sossibile. re | 
° P promoted extensively. They can be!cent ahead of the similar 1941 on 
Ss zs his del has oO art 
Industrial Editors Meet bought at retail stores, or a similar period. PP ric Mes ‘ rh Pe A u v4 » * 
oi arvs TT , } 4 . a ‘ ages a se Ol 10 
The ,_ American Association Of | product can be made at home by In the industrial group, which | peacetime purposes, and the cur- 
| Industrial Editors: will hold its | using the Curtiss candy bar. evened up for losses in the others, | es st cet es 
| annual convention, a “Victory Meet- About eight weeks ago a test was|88 publications showed a September | a> ves ey Sa Z 
ing,’ at the Roosevelt Hotel, New 7 ‘ | I P! sell it. It does emphasize, however 
York Nov 93-94. , undertaken in 17 cities of Iowa;!increase of 11.1 per cent, with the hin Gnalk uieoe tink & Gels endian 
‘ gps spies then the company and its agency,|nine-months’ gain at 11.2 per cent. | \hether rm the hake oF in the con 
‘ . . e = = , | wre 1 | uln- 
“HWEDEF says. ‘Focus on the Flint. | +4: ’ C. L. Miller Company, opened a new | Eighteen publications in the trade | ae 5 tole » extraordina 
Pacific Four A’s Meets drive which entailed outdoor post-|or dealer group declined further in rod ngs as Pro Beccary sasien 
Vichigan boom!” | The Pacific Council of the Ameri-| ings of a series of six posters in 22|September, losing 19.5 per cent as ; While Scott nae been a. seriot 
can Association of Advertising | cities, among them Chicago, Kansas |compared with the same month last advertice i fer annie mong mi + 3 
Agencies will meet at Del Monte,| City, St. Louis, Minneapolis - St.| year, and with the nine-month total | ‘ ee 
Cal., Oct. 22-24. >. ne" = ies : a 18 age ie a ,its promotion heretofore has beer 
| , Paul and Oklahoma City. Simul-|off 15 per cent. Twelve class pub- limited to small space in class maga- 
| taneously, the company uncorked} lications also continued downward, | ; : : oe 
im " ates ae nition ’ vi ‘ ; an 5 zines, newspaper space in the citle 
——___ 500-line ads in 70 cities of Iowa,| with September issues 5.6 per cent | in which it maintains retail studio: 
— Wisconsin, Illinois and part of Min-| below the same month last year and |, and an cialis effective direct 
== 7 | nesota, beginning with copy in the}the nine-month total off 6.1 per)“, So “see's 
Chicago Tribune Oct. 2 cent mail program. 
4 = : lees , Earle Ludgin, Inc., is the Scott 
q, = Use Humorous Copy Brid Nc nat Se agency. 
bY The 24-sheet posters are rl td le C " ——— o 
| Bummerows in techniques, built Paccon a.  aaied tae © *y - Erwin, Waser Named 
around the idea that ‘No one can Bridge Company. Philadelphia. to| Affiliated Products, Inc., Jerse 
resist Baby Ruth cookies.” News- re ows Pp 
pape - Dy a: Ce Seer h sol F handle its account. Radio, electrical | city, has Renal Erwin, W vi 
““ 4 ‘oO { ( > oO Tr i Ss : - > , 
. : 7 : * Tand dustrial papers and direct 0., ew or agency | 
Statements to the contrary notwithstanding, the huge conventional, and features a money- vores will be ll ? na Wallace Hopper cosmetics 
° ° nel odar: _ 9 . ~af or. . » TY; is ace KeCU 
planes and gliders born of the necessities of this war are bac k guarantee, with a refund cer wns sci Arthur F. Willson is account ex 
; tificate appearing in the copy. Gets School A t tive. 
destined to revolutionize our present transportation and While the outdoor drive suggests e cnoo ccoun 
. : : either buying the cookies or making Eastern Advertising Agency, New | 
distribution systems. them, newspaper copy is geared to| York, has been named to direct | Salter to D’Arcy 
‘ ey advertising for Eastern Aircraft Robert Salter, formerly with Bu- 
sell manufactured cookies advertising or astern ircralit | , 4 
Th tor truck and tractor-trailer are already playin ” fhe theme of dextrose tent,| instrument School, New York. Cae Areas Sey, = 
ee une . dete vhich ke aaade Curti pylons a ae spapers | York, oan a ie ot aie ry 
. . . . \ 1c ~4 2S “LISS » ~ > . A- 
5 ¢ . mares and outdoor will be used. oO the raqaio director o rey : 
an important role in transporting to and from airfield for Baby Ruth, appears strongly in|’ eclincne vertising Company, New York 
and theatre of war, as are— newspaper copy. Both on a trade hea ais 
figure on the package and in the Hammestahr to WLB K ll N d Di t 
Vari et tele handii . ¢ in load text of the ad, this statement ap- E. A. Hammesfahr, advertising | ely Name rector 
arious types of materials handling equipment in load- pears: “Rich in dextrose, the sugar | representative of Vogue, has been| Hazel Kelly has been appoint 
ing and unloading heavy materials to and from highway your body uses directly for energy!” | 8tanted a leave of absence to serve to the board of directors of Steven- 
Incidentally, the company reports | #5 @ssistant to the vice-chairman of |son & Scott, Ltd. Miss Kelly 
and skyway transporters, but— osained alien on te souisies. peters “te War Labor Board in Washing- er of the agency’s Toron 
suys that the advertising is telnet _ —e. 
Present methods, with available types of highway trans- a good job—but Curtiss is some- —_ 
d tals handli ‘ t ulti tel what worried because it believes 
port and materials handling equipment, must ultimately that it will be unable to meet the 
give way to new methods and new types to accomplish a demand the advertising has created. 
The company has not been able to 


speed commensurate with that of air cargo; and— 


Methods of packaging, loading, securing, etc., will like- 


wise be simplified and standardized. 


All of these phases are covered editorially in D and W, 


where shipper, carrier, equipment manufacturer and 
warehouseman meet on common ground, with a single 


purpose in mind— 


—the efficiency of distributing raw materials and finished 
products, respectively from points of origin and fabrica- 
tion to ultimate destinations. 


Help perfect the Distribution of Tomorrow by cultivat- 


ing this important audience today. 


A Chilton 


PUBLICATIONS. 100 East 42nd Street, New York 


INC.. 


Publication 


made with 


CURTISS BECOMES ONE OF LEADING COOKIE PUSHERS 


— 


N ahonal Detve 


Is Begun for 


No one can resist Cookies 


APPER 


Twenty-four sheet poster now being used in 22 Midwestern markets by Curtiss Candy Co. to popularize Baby Ruth cookies, 
which can either be bought ready-to-eat from the candy company, or can be made from the candy bar. 


Curtiss Utilizes 
Outdoor, Dailies, 


in Cookie Push 


Chicago, Oct. A campaign to 
sell Baby Ruth cookies, either in 
the manufactured state or by fol- 
lowing the recipe on a Baby Ruth 
wrapper, was unleashed last week 


increase its baking equipment, and 
scarcity of dextrose, sugar and other 
pastry materials hinders ex- 
pansion. 


also 


| Grady Named Agency 

Emsig Mfg. Company, New York, 
Robert B. Grady} 
York, to direct ad-| 
its Permaloid plastic | 


has appointed 
Company, New 
vertising for 
buttons. 


Auto-Lite Campaigns 

Walsh Advertising Company, To- 
ronto, will place a campaign in 
Canadian farm papers this fall for 


Electric Auto-Lite, Sarnia, Ont. | 
Copy features batteries for farm | 
lighting. 


Blue Promotes Thrower 


Fred M. Thrower, Jr., general 
sales manager, has been named 
vice-president in charge of sales for 
the Blue Network, New York. 


Ad Volume in 
Business Papers 


Continues Upward 


Chicago, Oct. 8. Gains in both 
September issues and for the nine- 
months’ period were scored by busi- 
ness papers, according to figures 
based on reports of 118 publications 


| the 


Scott Receivers 


(Picture on Page 35) 


Chicago, Oct. 7.—Seizing , 
tunity by the forelock, E. H. itt 
Radio Laboratories, which 
known among a selected grou 
manufacturer of custom- 
high priced radio receivers, b 
Virtually unknown to the genera! 
public, has launched a new nat. ona 
campaign in Fortune, Newswvee} 
The New Yorker and Time to build 
general acceptance for its pr 
when the war ends, 

The company has very litt ) 
sell to the public at present, bein 
largely engaged in war work 
the new campaign, which start 
with full pages, emphasizes the low 
radiation marine model radio re- 


O} 


1S 


ceiver which the company has 
developed for use at sea, and wnrich 
is available to the merchant marine 
on a priority basis. The low radi: 
tion model stems from the fact that 


all radio receivers have a tendency 


to act as transmitters as wel! as 
|receivers, with results that ve 
| been disastrous at sea when n- 
dard wave-length receivers hav 
| been picked up by highly effective 
sound detectors and have enabled 


enemy vessels to plot a ship's course 


—— 


IF YOU OR YOUR CLIENT IS 
CONSIDERING ot CITIES FOR (1943 


MINNEAPOLIS, MINN. | 
STREETCAR AND BUS ADVERTISING _ 
MINNEAPOLIS + ST. PAUL « DULUTH + SUPER 


Member of N. A. T. A. 
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Readership Tests. 
Show High Ratings 


ANA Schedules 


for Salvage Copy 


Campaign Gains 
Momentum All Over 
the Country | 


Jew York, Oct. 7.— Extraordi-| 
n.vily high readership ratings have | 
been attained by the newspaper 

{ magazine ads thus far released 

the $2,000,000 national salvage | 
co npaign, E. D. Madden, vice-presi- 
dent of McCann-Erickson, agency 
hondling the account, reported this 
week in reviewing the progress of 
the campaign to date. 

n cities over 500,000 population, 
where the average observation for 
a full page black and white is 40 
per cent, the scrap copy received an 
average readership of 74 per cent, 
while in cities between 100,000 and 
500,000, where the normal expect- 
ancy is 22 per cent, the salvage ads 
averaged 71 per cent observation. 
A breakdown of the component 
parts of the initial ads indicated 
that a total of 37,000,000 people read 
the head; 12,000,000 the main text: 
13,700,000 the copy block on how 
scrap iron and steel go to war; and 
20,600,000 the chart showing, “Junk 
Needed for War.” 

Magazine copy which appeared in 
Collier’s, Life and The Saturday 
Evening Post, likewise achieved 
peak ratings, considerably higher 
than the average for black and 
white pages. Although no accurate 
indexes to readership in weekly 
newspapers are available, M. Mad- 
den reported that the first weekly 
insertion received an observation of 
65 per cent, and the second 57 per 
cent 


Official Figures Awaited 


Official figures for scrap collected 
1 August, when the salvage drive 


launched, are being awaited 
eagerly. A report by some 1,100 
weekly papers which carried the 


copy, however, pointed to a total of 
77,000 tons. Projected on a national 
basis, this would mean a grand total 
exceeding 500,000 tons for the 
weekly newspaper markets covered. 

Mr. Madden pointed out that the 
paid space portion of the campaign 
s being carefully coordinated with 
numerous other phases of the 
project in an effort to build up the 
scrap pile so urgently needed for 
production. The goal set by 
WPB is 17,000,000 tons for the sec- 
ond half of 1942. 

The official breakdown of scrap 
sources is follows: farm and 
home, 13 per cent; industrial, 70 per 


Wal 


as 


cent; auto graveyards, 3 per cent; 
and special projects, such as tearing 
down obsolete bridges and reclaim- 
ng unused car tracks, 14 per cent. 


Major impetus in the scrap pro- 
is expected to be the current 
being sponsored by news- 
papers throughout the country. This 

now moving into high gear, with 
an enthusiastic response reported 


gid 


every where. 
Displays, Car Cards Used 

Between Oct. 17 and 30 it is 
expected that more than 150,000 
Window displays throughout the 
country will feature the scrap drive 
The enlistment of this medium has 
been arranged by the Victory Dis- 
play Committee, comprising 400 
ocal units headed by store display 
man cers. L. S. Janes, of Sears, 
Roebuck & Co., Chicago, is chair- 
man of the committee. 


A ‘otal of 37,000 car cards will be 
mad 


available in cars and buses 
this month, and 6,000 24-sheet 
post will be contributed by out- 
door plant operators. Envelope 
fnck. ures and letter stickers will 
ilso in with the drive. 
TI Advertising Council paid 


to McCann-Erickson for the 


‘Skil’ ul and effective 


manner in 
whic! the advertising campaign has 
Seen handled.” Appreciation was 
ilso oxpressed by the council for 
the leadership demonstrated by 
ra Wolcott, chairman of the 
me 


an Industries Salvage Com- 


| 


mittee, and for the financial support 
of this campaign by the American 
Iron & Steel Institute and 
industries.” 


related | 


Two-Day Meeting © 
for Nov. 11 and 12 | 


New York, Oct. 7.—Preliminary | 
plans for a two-day wartime meet- 
ing, to be held here Nov. 11 and 12, 
were announced today by the Asso- 
ciation of National Advertisers. 

In discussing the program pattern 
Gordon E. Cole, ANA chairman, 
emphasized a two-fold objective: to 
present business with a clearer pic- 
ture and better understanding of the 
marketing problems ahead: and to 
highlight how advertisers can tie 
in their merchandising efforts more 
effectively with key war projects. 

Leading Washington officials have 
already indicated their desire to 
participate in the meeting. The ses- 
sions will be open only to ANA| 
facturers. 


Eddy Names Hulbig 

E. B. Eddy Company, Hull, Ont.. 
has appointed Walter L. Hulbig as 
general sales manager. 


,;are encouraged to submit 
| stories’ —a 


‘Parade’ to Announce 
New Camera Contest 

In its Oct. 29 issue, Parade will 
announce an amateur photographic 
contest in which camera hobbyists 
“picture 


series of photographs 


|that tell a story and have continu- 


ity. The contest, which is known as 
“Shoot,” closes Dec. 15. 
Prizes totaling $200 will be 


awarded to the winners picked by 
Edna Bennett, managing editor of 
U. S. Camera; John F. O'Reilly, pro- 
fessional photographer; Fred Sparks, 
managing editor of Parade’s Weekly, 


and Grantland Rice, noted sports 
authority. 
Clark Advanced 

Harold W. Clark has been ap- 


pointed manager of the Los Angeles 
office of Buchanan & Co., advertis- 
ing agency. Mr. Clark has been in 
charge of the following Buchanan 
accounts: Los Angeles City Bureau 
of Power & Light, Rainier Brewing 
Company and the Pacific Coast end 
of Texas Company’s advertising. 


Samuels to Atlantic Net 


Hartley L. Samuels, for two 
years assistant to the director of 
program promotion for Columbia 


Broadcasting System, has joined the 
Atlantic Coast Network, New York, 
as director of promotion and public 
relations. 


13th Outdoor Art 
Competition Will 
Close Oct. 24 


Chicago, Oct. 8.—The 13th an- 
nual exhibition of outdoor advertis- 
ng art will be held in Chicago Nov. 
12-21, Burr L. Robbins, General 
Outdoor Advertising Company, who 
is chairman of the exhibit commit- 
tee, has announced. Entries are 
limited to 24-sheet, painted bulletin 
or three-sheet art used 
Oct. 1, 1941 and Sept. 30 
year. Entries close Oct. 24. 

Designs will be judged on two 
principles effectiveness of the ad- 
vertising idea in relation to its 
merchandising and sales-producing 
value and the execution of the idea. 
Awards to winners will made 
Nov. 12. 

Complete information and entry 
blanks are available from Mr. Rob- 
bins at 515 S. Loomis street, Chi- 


of 


this 


be 


Cago,. 


Gets Lingerie Account 


Arnold M. Elbe Company has 
named Erland Advertising Agency, 
New York, for its line of cotton 
and rayon lingerie. First copy ap- 
peared in the October issue of 
Mademoiselle. 


between | 


Apple Institute Sponsors 
Advertising Awards 


New York and New England 
Apple Institute will sponsor its sec- 
ond annual Golden Apple Advertis- 
ing Award contest for the best sin- 
gle advertising piece produced ana 
used during 1942 and the first three 
months of 1943 for the promotion 
of apples. Window posters, inside- 
of-store display posters, booklets, 
broadsides, single advertisements in 
publications, cards and other pieces 
will be eligible for the award, but 
they must be part of a campaign. 

The contest ends March 31, 1943. 
and is open to advertising agencies, 
advertisers, printers, lithographers, 
the general trade and any others 
who create and produce advertising 


| material. 


To ‘Photo Trade News’ 

Donald M. Foyer, formerly on the 
advertising sales staff of Popular 
Photography, has joined  Photo- 
graphic Trade News, New York, in 
the same capacity. 


MAILING SERVICE 


Multigraphing 


— Filling-in 
Addressing -Mimeographing 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 


Schaefer adds 


extra period 


And now in the beer field. one of the 


most competitive in 


has proved itself a successful salesman. 
Yes, its barrage of high-ranking network 


» 


New York, WEAF 


programs is one of the reasons. But its 


specially-designed, well-produced local 
shows also help make WEAF New 


York’s most popular station. Ask us for 
facts on these shows. One of them is 
probably designed to do just the job for 
you that the “Schaefer Revue” is doing 


for Schaefer. Could 
about it. 


be. Call Spot Sales 


GREGORY : 


Val A. Schmitz, Advertising Director of the F&M 
Schaefer Brewing Co., congratulates S. D. Gregory, 


WEAF Manager, on the 


station’s showing as he 


gives him the contract for another quarter-hour. 


2 ARG 


GREGORY: 


history: Radio deserves 4 


credit fo 


Those are really kind 


Schmitz. 
just as we appreciate the 


a week, 
you know. 


contract for ano 


with "SUP your faith ; 

'n “eg mp4, is tea eed 

Schaefer hes Tiod j fag 
Vv 


50,000 WATTS + 660 KILOCYCLES - NBC NETWORK 


r that sales rise, 


words, Mr. 

And we appreciate them, 
excellent 
programming job you and Batten, 
Barton, Durstine and Osborn are doing 
with your "Schaefer Revue" two nights 
That helps WEAF too, 


Well, Schaefer is going out for 
even greater sales, so here's a 
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October 12, 1942 


Coming 
Conventions 


Oct. 12-13. Newspaper Advertis- 
ing Executives Association, fall con- 
ference, Blackstone Hotel, Chicago. 

Oct. 12-14. American Photo-En- 
gravers Association, annual conven- 
tion, Netherland Plaza Hotel, Cin- 
cinnati. 

Oct. 13-14. Inland Daily Press 
Association, annual fall meeting, 
Sherman Hotel, Chicago. 

October 15. Audit Bureau of 
Circulations, annual meeting, Pal- 
mer House, Chicago. 

Oct. 16. Direct Mail Advertising 
Association, one-day conference. 
Hotel Roosevelt, New York. 

Oct. 22-24. American Association 
of Advertising Agencies, Pacific 
Council, Del Monte, Cal. 

Nov. 5-6. Packaging 
annual convention, Hotel 
Yorker, New York. 

Nov. 11-12. Wartime conference, 
Association of National Advertisers, 
New York. 

Nov. 12-13. Association of Cana- 
dian Advertisers, annual coven- 
tion, Toronto. 

Nov. 23-24. 
tion of Industrial 
convention, Roosevelt 
York. 


Institute, 
New 


Associa- 
annual 
New 


American 
Editors, 
Hotel, 


Screenland Changes Name 

Screenland Magazines, Inc., 
York, has changed its name 
Hunter Publications, Inc. Paul Hun- 
ter will continue as president and 
publisher of the company, which 
publishes Screenland, Silver Screen 
and Movie Show, and Homer Rock- 
well will remain as vice-president 
in charge of advertising. 


Schafer to Fuller 
Ward R. Schafer, Hotpoint range 
division manager, and for 18 years 


Unusual Co-op 


Arrangement Made 


by Coal Company 


Philadelphia, Oct. 8.— Phila- 
delphia and Reading Coal and Iron 
Company has begun a series of 
chain break spot announcements on 
20 stations in the eastern United 
States and Canada. The spots are 
terse and make no mention of the 
desirability of ordering coal prior 
to Nov. 1. The announcements 
simply state “Keep warm this 
winter burn coal. But make it 
Famous Reading anthracite, the low 
ish, economy coal.” 

In addition to the spot announce- 
ments, Reading Coal salesmen have 
signed the company’s dealers to a 


unique form of cooperative adver- | 


tising in daily newspapers. 
operative advertising consists of 
small space copy which appears 
every day except Sunday. 

Each dealer may sign up to have 
his name, address and telephone 
number carried beneath Reading 
copy. Individual dealers pay only 


The co- | 


| for the actual number of lines their | 


| for as fe 


New | 


signature occupies and may sign up 
W as One insertion a week 
or as many as six insertions a 
week. McKee & Albright is Read- 
ing’s agency, and Viola Schlacks is 
advertising manager. 


Buy ‘Daily Journal’ 

H. W. Fredericks, former 
gard, publisher of the Herald, Grand 
ed, N. D., have taken over 
lication of the Daily Journal, Devils 
Lake, N. D. Mr. Fredericks will 


West 
to | Coast publisher, and M. M. Oppe- 


pub- | 


have direct charge of the Journal | 


as publisher, and Mr. Oppegard will 
serve in an advisory capacity, con- 
tinuing his Grand Forks newspaper 


interests. 


a member of the Hotpoint organiza- | 


tion in Chicago, has resigned to join 
the Geo. A. Fuller Company, na- 
tional building and _ contracting 
company, to direct the installation 
of electrical equipment and appa- 
ratus in war production plants. 


| Guenther, 


Marks 40th Year 

The Financial World, New 
founded in October, 1902, 
father of Louis 


York, 
by Otto 
Guen- | 


ther, the present editor and pub- 
lisher, will mark its 40th year with 
an anniversary issue of the maga- | 


zine on Oct. 28. 


Industrial Payroll . 


War Work Adds Millions to 
Worcester’s Buying Power 


Industrial Employment . . 
Production Hours Index. . 


Worcester Chamber of Commerce 


This rich market rates a MUST on every advertising 
schedule. It’s effectively covered through ONE medium — 
The Telegram-Gazette. Circulation more than 138,000 
average net paid daily. Population: Worcester 193,694. 
City and Retail Zone 440,770. 


tial gains. 


the heart of indus- 
trial New England 88,000 
Worcester Area workers 
earned $2,000,000 weekly 
— in normal times. Much 
has happened since these 
wheels were meshed with 
America’s allout war effort. 
In the city of Worcester, 
for instance, a comparison 
of the first six months of 
wartime 1942 with the 
same period in peacetime 
1938 shows these _ 


Pu 


UP 83% 
UP 148% 
UP 255% 


We TELEGRAM GAZETTE 


WORCESTER MASSACHUSETTS 


Ceorce F. Boorn, Publsh- 


LOCK amd ASSOCIATES, NATIONAL REPRESEN: 


- OWNERS ok RADIO STATION WTAG 


| 


- Getting Personal | 


Walter Seiler, president of Cramer-Krasselt Co., Milwaukee agency, 
has written the lyrics for a song entitled “U. S. S. Wisconsin,” intended 
tc stimulate enlistments for the token crew of the battleship Wis- 
consin. . Jarvis Woolverton Mason, recently - resigned ad mgr. of 
National Fire Group, Hartford, has an interesting article in the Oc- 
tober Woman’s Home Companion in which the photographer-insur- 
ance man tells how to make a photographic catalog of one’s home 
contents, as a basis of proof of claim against one’s insurance. The 
photographs in the article are of Mr. Mason’s home in West Hartford, 
Comm... 

A. D. “Jess” Willard, general manager of WJSV, is for the second 
season heading the annual membership drive for the Washington, D. C., 
YMCA. Just to bring wartime spirit into the push for 1,350 new 
“Y" men, Jess has named his three competing teams the Army, the 
Navy and the Marines. 

This has been quite a summer for James M. McCleary, Roche, Wil- 
liams & Cunnyngham v.p. In June he married his eldest daughter, 
Marguerite, to Ensign James J. McNulty, and last week he announced 
the engagement of his second daughter, Mary Evelyn, to Maj. William 
A. Sundlof. . . 

Joseph R. Knowland, publisher of the Tribune, Oakland, Cal., was 
chairman of the arrangements committee for a recent dinner held in 
honor of Henry J. Kaiser, West Coast shipbuilder. . . Harry J. Car- 
michael, v. p. and gen. mgr. of the entire General Motors Canadian 
organization, has been named coordinator of production for the De- 
partment of Munitions and Supplies. He was formerly director-gen- 
eral of gun production. . . 

Harold Davis, of Davis, Delaney & Harrs, has been named chair- 
man of a campaign division in the graphic arts industries of New 
York for Russian War Relief. Organization of the division will be 
begun at a luncheon of the leaders of the industries at the Advertis- 
ing Club Oct. 14... 

The October Harpers features an article, 
Eldridge Haynes, publisher of Modern Industry. 


“Report on Britain,” by 
Mr. Haynes went to 


AGENCY MAN'S FORTIETH ANNIVERSARY 


Celebrating the 40th anniversary of H. S. Gardner's entrance into the advertisin 7 


agency field, the St. Louis agency's staff held a dinner Oct. |. In this picture 

are, standing: Charles E. Glaggett, A. W. Neally and J. F. Kircher, vice-presi- 

dents; J. V. Kirchhoff, assistant treasurer; and Charles P. Michels, vice-president. 

Seated are: Elmer G. Marshutz, president; Mr. Gardner, board chairman; Mrs. 
A. W. Proetz, executive vice-president; and E. R. Gardner, treasurer. 


England to see how business operated in the beleaguered island, ana 
this is one of the reports he is making to American business. . . 

Mercedes Hurst, of the adv. dept. of Commonwealth Edison Co., 
Chicago, was a recent speaker to the Peoria Advertising & Sales 
Club. She described her work in the promotion of better health 
among war industry workers. Bill Kinsall, of Kane Adv. Agency. 
Bloomington, did the introducing. . . 

Thomas F. Joyce, v.p. and adv. dir. for RCA Mfg. Co., will be the 
principal speaker at a meeting of the Advertising and Sales Club of 
Toronto, on Oct. 20. Mr. Joyce is usually identified with RCA’s spec- 
tacular “Beat the Promise” campaign for increased production. . . 

Long Island Sound’s racing skippers successfully wound up their 
1942 season on a recent Sunday despite a gale which forced the 
series to a premature close. The sloop “Whim,” manned by William 
E. John, Jr., ass’t mgr. of Ruthrauff & Ryan’s N. Y. office, was hands- 
down winner in the Atlantic class. The adman’s entry was dismasted 
when pitched up on the rocks of Larchmont Yacht Club’s harbor and 
pinned underneath the hull of a competing schooner, but later went 
on to take "42 honors in her class. . . 

Capt. Galen Snow, former prexy of Snow, Bates & Orme, Spring- 
field, Mass., advertising agency, has been promoted to the rank of 
major. He has been serving as plant protection officer at the U. S. 
Arsenal in Springfield. .. Francis S. Murphy, gen. mgr. of the 
Hartford Times, and Maurice S. Sherman, editor of the Hartford 
Courant, have been named to the citizens’ medal committee of the 
Hartford Post of Jewish War Veterans. They will choose the local 
resident who has done most to promote inter-faith relations during 
the past year... 

James MacVickar, ass’t a.e. with Ruthrauff & Ryan, N. Y., and Lee 
Cooley, in R. & R.’s radio publicity dept., are both doing their bit 
nowadays as patrol officers in Uncle Sam’s Coast Guard auxiliary. 
. . And Philadelphia’s advtg. fraternity is now represented in the 
C. G. auxiliary by Robert Arndt of John Faulkner Arndt & Co., 
Russell K. Carter of Gray & Rogers, and Norman W. Geare of Geare- 
Marston Co... 

And speaking of ex-members of the advertising fraternity, Cor- 
nelius T. McMahon, ad mgr. of the Daily News, Springfield, Mass.. 
has resigned to devote his full time to the practice of law. . . Halsey 
V. Barrett, who used to be in the sales prom. dept. of WOR, has be- 
come engaged to Janet K. McDonald, whose father, James G. 
Donald, is a commentator on the Blue Network. Mr. Barrett is now 
an ensign in the Naval reserve 
beth, Me... 

J. J. Evans Hessey, ad megr. 
settled in his new apartment at 2 


of This Week Magazine, is 
2 E. 67th street 


getting 


| Bruce Uses New 


Comparison Copy 


| 


for Floor Finish 


Chicago, Oct. 7.— Stressing 


|need for a modern floor finish 


comparing vehicles of the past 


| present ones, E. L. Bruce Compa 


| Memphis, 


Tenn., is currently c 
ducting a trade paper campaign 
its floor finish. 

In a three-month campaign, st: 
ing in September and ending 


|November, the company caricatu 


such old-fashioned relics as e 


high-wheeled bicycle, the motori, 4 


| box kite which the Wright bro: .- 


ers flew at Kittyhawk, and 


| graphophone, one of the old y 


cylinder phonographs. 

An interesting twist in the Bri 
copy is its claim that the fin -h 
“saves critical materials.” Ac: \- 
ally, the company states that e 
floor finish covers in one coat, 1 
the critical materials saved are ‘ je 
finisher’s gas and rubber in tray. |- 
ing back and forth to the job. 

The copy is aimed at floor finish: °s 
and paint dealers and appears in 
American Paint & Oil Dealer, Flo: - 
ing Magazine and National Paint, rs 
Magazine. Bruce, of course, is t ¢ 
maker of Streamline flooring (A»- 
VERTISING AGE, Feb. 23, Aug. 2 
Ruthrauff & Ryan is the agency 


Winchell Leads 
Latest Hooper 


Mc- 


and on active duty at Cape Eliza- 


Radio Ratings 


New York, Oct. 7.—Walter Win- 
chell, in fourth place on the Sept. 15 
list, moved up to first place on the 
| Sept. 30 ratings of C. E. Hooper, 
|Inc., with a tally of 22.1, it was 
reported this week. Charlie Mce- 
|Carthy and “Radio Theater,” both 
|of which have just returned to the 
air after summer layoffs, immedi- 
ately moved into second and third 
places, with ratings of 22 and 20.7. 
respectively, while fourth place 
went to “Aldrich Family” with 20.2 

Others in the first 15 were Frank 
|Morgan-Fanny Brice, 19.3; “Mr 


District Attorney,” 16.6; Kay Kyser, 


|14.7; Rudy Vallee, 14.7; “Music 
| Hall,” 13.5; “Mayor of the Town,” 
13; “Take It or Leave It,” 12.7 
“Truth or Consequences,” 12.6 
“Your Hit Parade,” 12.3; Kat 
Smith, 12.2; “‘How’m I Doin’,” 11.3 
To Burton Browne 

Gothard Mfg. Company, Spring- 


field, Ill., manufacturer of pilot light 
assemblies and reflectorized high- 
way symbols, has appointed Burto! 
Browne, Inc., Chicago, as its agency 
| Trade publications and direct ma 
will be used. 


Ahrens to Fleischmann 
C. W. “Ted” Ahrens has bee! 
appointed Western division mange! 
of Fleischmann Distilling Corpora- 
tion, with headquarters in Sar 
Francisco. Mr. Ahrens has been a! 
executive in the liquor business 0 


the Pacific Coast ever since Repea 
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Hold Up Decision _Alander Heads Georgia HOW ADVERTISING COUNCIL DOES ITS WORK See Hope of 


Newspaper Ad Managers 
1 FCC-Networks Robert Alander, advertising man- Healin Breach 
In ager of the Columbus de mredl ADVERTISING COUNCIL PROCEDURE g 
ig Battle Enquirer, was elected president of ; in Radio Industry 
the Georgia Daily Newspaper Ad- 
w York, Oct. 8.—A special fed- yertising Managers Association at (For earlier news of the ABA- 
i court of three judges today re- the group’s semi-annual meeting NAB discussion, see Page 23.) 
New York, Oct. 9.—A hint that 


served decision on a motion of Oct. 5 in Atlanta. He succeeded 


OFFICE OF 
National Broadcasting Company and John Davis of the Albany Herald. 


WAR INFORMATION cars 
i the breach in broadcasting ranks, 

4 4 , * 0 
i.mbia Broadcasting System to|__ Elected with Mr. Alander were = eae : ; Ameri. 
or n the Federal Trade Commis-| Harry Shearer, Augusta Herald, ONER WAR ErroRt marked by the formation of Ameri 


; DEPARTMENTS 
sion from enforcing “unreasonable vice-president, and Frank Cook, of 


alas oe . ati the Atlanta office of Ward-Griffith, 
and gene. war's gry to secretary-treasurer. The associa- 
chain broadcasting, and also Te-' tion voted to meet quarterly instead 


can Broadcasters Association by 
well-known NAB members, might 
be patched up, highlighted a meet- 


“a ; | ing »mporary ABA board of 
served decision on the FCC's) of semi-annually, and will hold its ADVERTISING COUNCIL ple diag lessens. tv guammamuali 
- ’ > . ot semi-annu y; direc -s here yesterday 

unter motion to dismiss the in- , . ings in Atl: BOARD & STAFF irectors here yesterday, 

coul : next two meetings in Atlanta. Following ti slection of John 

junction action. suannaiamebiinimiiie ANALYZES WAR ADVERTIING JOB : 9) ig 3 = > - e. % 

" ihe aan © : “——* APPROVES PROJECT/ INITIATE Shepard, , Yankee Network, as 
= er ers orate Se Seen Sargent Advances Three ACTION soaaeas EQ COORDINATOR president, and Walter J. Damm 

“monopoly” rules promulgated by Chris F. Miller, sales supervisor wrth su linn } 

the FCC, among the most important ss. Pg Ps : 


WTMJ, as secretary-treausurer, to 


for Sargent & Co., Des Moines feed mas 
manufacturer, has been named sales 450 VOLUNTEER AGENCIES 


of which is the rule preventing ex- PROJECT GROUP 


serve until the first general mem- 
‘ . FACT FINDING MEDIA orshi j ar an- 
clusive time option arrangements | ,.... f the company. Reed DUAN! WE RCHANDVING bership meeting, the board an 
; stati manager 0 nd Ceapaeey ° ADVERTIZER COORDINATOR REVIEWS Copy DU PLAY nounced that “in view of sugges- 
with local stations. | Merrick, formerly sales representa- AVAILABLE VOLUNTEEQS CALLS FOR ao A cet : ny 

The case against the FCC is being! tive in southern Iowa and northern | VOLUNTEER AGENCIE/, AOVERTWERS PUBLICATION & RADIO PRODUCTION tions from several prominent N/ 

: : , r , DIA PEOPLE AS PROJECT REQUIDE . conser Le . = ‘ ” 

reconsidered because of the action! Missouri, has been named assistant MEDIA PEOPLE SECT REQUIRES nA Oo nay Roma ern mates members that the ABA withhold the 


of the United States Supreme Court, | sales manager, and Daryl Gardner, _ mesma : s 
which held that the lower courts | Humeston, Ia., has been appointed 


re 


‘employment of executive personnel 
and active solicitation of additional 


had jurisdiction, although a lower | to fill Mr. Merr ick’s place. Procedure diagram of the Advertising Council, showing the flow of action of | members, those present agreed that 

court had previously decided it did ac projects. For additional details, see Page | and Page 32. | the best interests of unity and har- 

niece ince Ine haps adca dustry 
not have jurisdiction. Davison Leaves KGO |mony in the broadcasting in 

| Walter Davison has resigned as|Burke to WJR OPA Adds H. A. Dingwall | iyese' suggestions.” by acceding to 

WIGGLESWORTH THREATENS | sales manager of Station KGO, San|_ Charles C. Burke, formerly with | Herbert A. Dingwall, formerly a|"", .crdingly, it. was decided t 

FCC INVESTIGATION Francisco, effective Nov. 1. He will|Free & Peters, Detroit, has joined | representative of the Ladies’ Home | Coors 9 = oe © 


ae be succeeded by Ray Rhodes, for-|the sales staff of WJR, Detroit, as|Journal in New York, has been |™#ke no plans for a general ABA 

Washington, D. C., Oct. 8.—Rep.| erly a member of the KGO sales|aide to Owen F. Uridge, assistant! granted a leave of absence to join meeting, originally planned for the 
R. B es . gor pe eeereer general manager. the Office of Price Administration. | first week in November. 
today warned that he wi emand | 
1 “thorough-going investigation” of 
the Federal Communications Com- 
mission if the “volume of smoke” 
surrounding the commission’s ac- 
tivities is not cleared up at the ear- 
liest possible moment. 

Rep. Wigglesworth, speaking in a 
debate on the second supplemental 
national defense appropriation bill 


) for 1943, which would allot an addi- 
e tional $559,000 to the FCC for in- 
; creased war activity, charged that 
is “members or former members” of 
- the commission had _ solicited re- 
h muneration in exchange for favors, 
le and made other charges that em- 
i- ployes of the commission had been 
‘d guilty of misfeasance. 

PB 

ce 


2 | WPB Names Committee 
‘s | of Ad Film Industry 


An industry advisory committee 
has been named for the industrial 
and advertising film producers and 
a, distributors industry, to consider the 
J problems of the industry with 
6 Harold C. Hopper, chief of the mo- 
ite tion picture and photographic sec- 
13 tion of WPB. 

Members are J. D. Alexander, 
president, Alexander Film Com- 
pany, Colorado Springs, Colo.; F. O. 


ng- Calvin, president, Calvin Company, 
ght Kansas City, Mo.; Eugene Castle, 
gh- president, Castle Films, Inc., New 
tol York; L. W. Fox, president, Audio 
cy Production, Inc., New York; Jami- 
ai son Handy, president, Jam Handy 


Company, Detroit. 
Hugh Jamieson, president, Jamie- 
on Film Company, Dallas, Tex.; 
R. C. McKeen, president, Caravel 
2e! Films, Inc., New York; Roland Reed, | 
get president, Roland Reed Productions. 
ra- Culver City, Cal.; Norman Wild- | 
Sat ing, president, Wilding Picture Pro- 
| at luctions, Chicago, and Harold | 
of — el, president, Sound Masters, | 
ea , New York. 


Caldwell Heads Group 


Howard C. Caldwell, Caldwell- 
iker Company, Indianapolis, has 
ten ¢ ected president and secretary 
{the Indiana Association of Indus- 
ial Advertisers. Other officers in- 
ude Norman J. Gill, U. S. Machine 
orporation, Lebanon, Ind., and 
1arold Quinlan, Spencer W. Curtiss, 
nt. Indianapolis, vice - presidents; 
nd H. L. Martin, Diamond Chain & 


ve “ . * € . rane 3 . : : ’ 
~ Company, Indianapolis, treas- O40 Just in case radio stations all across the country start yelling 
+ qe 4 “Teacher's pet” at WBZ, we hasten to explain that Rock- 
Ne" ote ‘ . , , 
aev spe wood & Co. did send this letter to every station on their 
c 
re 


schedule, that Mildred Carlson does get 1200 requests a 
week for home bulletins which plug advertisers’ products, 
that you can get in on this 9:00 to 9:15 sales demonstration, 
and that participation rates are very low for a 12-year-old 
sales producer in a 1,625,000 radio-home market. 


5000 WATT 
Voice 
of the 


P’ Tri-Cities 
Atalite: :Rock Island ARGUS 
MUTMAL NETWORK - 1270 KC 
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Optimism Over 
Post-War Era Is 
Shown af Boston 


(Continued from Page 2) 

ular peacetime channels. This tech- 
nique was termed by Mr. Cherne a 
“kind of artificial respiration which 
keeps the closed-down firms in com- 
mercial being, although they are 
completely dead so far as produc- 
tion is concerned.” 


Changes Whole Framework 


The most smashing impact of con- 
centration, he observed, “lies in the 
fact that it means a change in the 
framework of our entire business 
scene. It steamrollers the founda- 
tion of American enterprise by de- 
stroying competition. This impact 
will live with you for many years 
beyond the war. Its fundamentai 
significance will reverberate 


EXPERIENCED PERSON- 
NEL MANAGER with some 
public relations experience 
wanted by large nation- 
ally-known manufacturer. 
Must be capable of plan- 
ning and supervising em- 
ployee activities; preparing 
and placing publicity re- 
leases. Christian, 30 to 40 
years old desired—reason- 
ably draft-proof. State full 
experience, draft status 
and salary expected in ap- 
plication. Box 3821, Adver- 
tising Age. Chicago. 


throughout our entire economic 
structure.” 

Henry Bristol, president, Bristol- 

Myers Company, sounded a plea for 
the retention of whatever consumer 
goods production facilities that can 
| possibly be spared. All-out con- 
version of industry to war work can 
undermine and defeat the nation’s 
war effort, he asserted. 

“A wholesale and unlimited con-| 
version of civilian industries to war 
work can be overdone to the detri- 
ment of the effort,” he said. “It is 
fortunate that a more balanced view | 
is now coming to prevail in official 
circles concerning the relative im- 
portance of essential civilian and 
military needs. Many civilian in- 
dustries are not suited for 100 per 
cent conversion to war work, and 
to attempt such concentration is to 
employ scarce machinery and scarce | 
materials wastefully.” 


| Suggests Objectives 


Essential civilian _ industries 
should have these chief objectives 
for the duration, he said: produce 
an adequate volume of essential 
| products for both armed forces and | 
|civilian population; use as little} 
| strategic material and skilled labor | 
as possible; package and ship goods | 
‘to conserve scarce materials and/| 
shipping space; cooperate whole-| 
heartedly with government restric | 
|tions and controls; and convert suit- | 
able plant facilities to the manufac- | 
ture of war materials. 


| tary of Commerce Wayne C. Taylor 


| tive system. He alluded chiefly to 

the high rate of failures among re- 
| tail enterprises; the building up of 
| large retail inventories; the sponsor- 
| ship of unnecessary services and 
| frills. 

“Don't wait for government to 
/make all adjustments,” he advised. 
'“Government moves slowly. You 
|}manufacturers and wholesalers can 
| start now and do some inventory 
| rationing of your own. Hold down 
| your sales to the big fellow, keep 
| those small retailers going. You 
|are going to need them and the 


|country certainly needs them.” 


entirely devoted to 
thousands 


helping build good 


as effective. 


Although our sign manufacturing facilities are now 


of Artkraft* 
everywhere continue working for America's leading 
merchandisers. Now that "999 1000 perfect" rec- 
ord really means something . . . 
almost no service cost. 


There's further consolation in the fact that as soon 
as the peace is won, you will again be able to look 
to Artkraft* for the fine signs which are famous for 


which we have proved will increase sales 14.6°/, 
. « « Signs which make national advertising 5 times 


— AND THE WAR 
HASN'T STOPPED US! 


the production of war materials, 


customer-making — signs 


no headaches and 


dealer organizations . . . signs 


Hasten the return 


of peace by buying bonds and 
stamps today. 


"TRADEMARKS REG. U.S. PAT. OFF 


—by ARTKRAFT* SIGN COMPANY 
GENERAL OFFICES: 900 E. KIBBY ST., LIMA, OHIO, U.S.A. 


| essential 


Mr. Taylor emphasized the need 
for discouraging the entrance into 
business now of anyone who is not 
properly equipped with intelligence, 
knowledge and finances. He added 
that neither government nor busi- 
ness has as yet provided the means 
whereby the average man can ap- 
praise even approximately his 
chances of success in a new enter- 
prise. “If we can develop such) 
means and methods, simple but ef- 
ficient ones, we would have fewer 
persons blindly risking their small 
stakes, and often their supplier’s 
money, in trying to make a go of 
an impossibility.” 

In offering his observations to the 
conference Mr. Taylor recalled that 
the Department of Commerce has 
encouraged and advocated the con- 
tinuance of advertising, “especially 
informative advertising . . . because 
we think that is one of the best 
ways of getting essential informa- 
tion to the American people. . . The 
same motives which prompted our | 
suggestions about advertising| 
underlie the suggestions I have just | 
made. The maintenance of our) 
retail outlets is good for | 
the business of the country, and)| 
very good business for farsighted 
manufacturers and wholesalers.” 


Post-War Planning 


The keynote that ran through 


Self-imposed distribution controls | problems of the post-war world was 
| were recommended by Under Secre- \ 
T. Copeland, professor of marketing 
(as the best means for industry to| at Harvard University, who offered 
‘insure the future of the competi-| three basic premises for such a dis- 
cussion: 


effectively summarized by Melvin 


First, we will not lose this war. 
| Second, when the war has been won 


we will have enough resiliency for | 


for constructive economic recovery. 


| Third, looking ahead to foresee the | 


post-war economic problems, insofar 
| as possible, and laying plans to meet 


those problems is an essential corol- | 


lary to our all-out war effort. 


Planning Called Essential 


|}eloquently by Robert P. Nathan, 
colorful young chairman of the War 

Production Board’s Planning Com- 
mittee, who asserted that although 
“in our current crisis, when im- 
|}mediate problems demand atten- 
tion, it is difficult to think construc- 
| tively about what we are fighting 
|for and what the post-war period 
|may hold in store, such far-range 
'planning is essential if we are to 
| have a post-war era worth fighting 
| for.” 
| Mr. Nathan referred to fears fre- 
| quently expressed about chaos when 
| peace returns, and declared: “I 
should characterize nothing more 
depressing, more discouraging or 
more poisonous to constructive 
thought than the fear that a severe 
post-war depression or collapse is 
inevitable. Men who are otherwise 
intelligent and forward-looking de- 
velop long faces and conclude that 
all must be gloomy and dismal— 
millions of people out of work, 
profits replaced with losses, and idle 
plants. 

“To me any such expression or 
belief manifests a complete lack of 
confidence in the democratic free 
enterprise system. It stems more 
from economic illiteracy than from 
any rational interpretation of past 
or coming events. 


No Overproduction Possible 


“The concept that general over-all 
production will continue to cause 
severe depressions absurd. As 
long as we here in the U. S. and the 
people throughout the world have 
major segments of the population 
living below accepted subsistence 
standards, we should never be fear- 
ful about overproduction. In war 
there never overproduction of 
weapons until the enemy de- 
feated. In peacetime there can 
rever be overproduction of goods 
until all want is eliminated.” 

Mr. Nathan left no doubt 
minds of his listeners as to where 
he stands on the subject of free 
spending. “Another economic fal- 
lacy, or better expressed, economic 
mysticism, concerns the subject of 
spending,” he declared. “Anyone 
characterized as being a spender is 
construed as being unsound. Actu- 


is 
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in the 


| those addresses that dealt with | 


These convictions were expressed | 
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First newspaper copy by the war finance | 

advertising group of the Advertising 

Agencies of Canada for the third Vic- 

tory Loan campaign is this advance ad- 

vertisement. The type of copy will be 

changed for the loan sales period be- | 
ginning Oct. 17. 


| 


| 


ally, there would be no economic 
activity without spending. We must 
realize that demand for goods arises 
through spending. I should much 
prefer more spending by individuals | 
and private enterprise and less 
spending by government, but rather | 
than unemployment and depression, | 
chaos, and threats to the continued 
existence of our economic system, I| 
should prefer large-scale spending | 
by the government.” 


A Dangerous Period 


After the war, he continued, 


| people will be eager to release pent- 


up buying power, but “automobiles, 
washing machines, vacuum cleaners 
and the like cannot begin to flow off 
assembly lines the day after the 
armistice.” The threat of inflation 
will exist in the period immediately 
following the cessation of hostili- 
ties. Buying power will be great, 
but the supply of consumer goods 
will be small and will be increased 
only gradually. 

During the period of reconversion, 
he warned, heavy taxation, forced 
savings and similar devices will be 
essential, and the problem will be 
more serious because the patriotic 
motive that exists today will be 
gone. 
unemployment it will probably be 
necessary to taper off munitions 
manufacturing, he said, while plants 
re-equip themselves for peacetime 
pursuits. 

Mr. Nathan summed up his eco- 


| post-war purchasing power 


In order to avoid large-scale | 


October 12, 


a- 
tion of the democratic free enter. 
prise system is its sucessful oprra- 
tion.” 
Warns of Export Mirage 

Observers who look to vast (or. 
eign markets as a possible outle? for 
America’s expanded produc jon 
after the war and who regard ‘hic 
field as prosperity insurance re 
given a rude shock by Dr. Julius 
Hirsch, OPA _ consultant, "ho 
warned against the “dream tha! we 
shall be saved by a rapidly in- 
creased international trade after ‘his 


war—that the economic help of 


America lies in helping the 


1€) 
continents.” 

Such a development is simply not 
in the cards, Dr. Hirsch insi: ed 


He pointed out that while dom: stic 
production in virtually all coun! 


1€s 
was rapidly increasing between | 919 
and 1929, the volume of forvign 
trade just about held its own. And 
when domestic production and t: ade 
again moved ahead after 1933, or- 
eign trade more and more bec me 
a trade of war materials, never 
|'again approaching the 1929 lev: 
“This tendency toward national 
self-sufficiency is constantly nd 
even rapidly gaining ground every- 
where,” he said. “The modern tech- 
nique which once facilitated the 


international exchange of good. is 
now the strongest economic is 
tionist.” 

He listed developments that n 
almost every country more i: 
pendent than ever before: agri 
tural chemistry; use of farm 
chinery; selective breeding of plants 
and cattle; and synthetics. 


A Brief Transition Period 


After the war Europe will be ex- 
hausted, he agreed, but industrial! 
productivity will have been ex- 
panded just as it will be in this 
country. For a short time, perhaps, 
American products will be wel- 
comed in Europe, but the transitior 
period will be brief. 

Urging concentration on the eco- 
nomic opportunities in the U. S., Dr 
Hirsch predicted that the release of 
wil 
make possible the full realization of 
those opportunities. 

“We will have to do exactly the 
opposite of what we are doing just 
now,” he declared. “We have cur- 
tailed instalment buying; then we 
shall have to encourage it. We re- 
stricted credit; then we shall hav 
to expand it. We have tried to curt 
purchasing power; then we can d 
nothing better than to make this 
sterilized demand virile agair 
We must think about the means b) 


which we can direct the flow o! 
such potential purchasing powe! 
into the building trades, into the 
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buying of durable consumer goods. 
“Perhaps, in the field of private national economy, 
pecial type of bonds, giving an category 
ex'ra premium or priority to con- very little in another, a 
summers who will begin to pay now! agency will be required to 
for their post-war home, or for the| score on reconversion,”’ Mr. Prince 
washing machine, refrigerator and| declared. Without such an umpire 
automobile which will be delivered| twice as many people might rush 
to ‘them after the war is over.” ‘into the production of radios and 
specific blueprint for post-war} automobiles as can be expected to 


central 
“keep 


distribution planning was presented | make a living in those fields, while | 


to the conference by 
Prince, vice-president, General) begging. 

Electric Company. Citing the po-; Mr. Prince offered a four-point 
ten 'ialities of the post-war market, | | procedure for 
he used as a base the year 1941,| reconstruction, as follows: 
when 51,500,000 people worked to} 1. Department of 
produce a gross national volume of| analysts, who have already made 
119.5 billions of dollars worth of! general breakdowns along the lines 


David C.| floor covering, for instance, might go 


goods and services, thus generating | sketched above, should pursue their | 


a purchasing power of the same) studies further. 
value. Of this total, 92.1 billions | 2. Each producer should indicate 
were paid as income to individuals,| to the Department of Commerce or 
while the remaining 27.4 billions! other clearing house the fields he | 
represented income used to pay/| expects to tackle and the volume of | 
taxes, and for investments and plant production he will be equipped to 
equipment. handle. Figures would be released 
Projects Spending Figures by totals only and individual com- 
Of the purchasing power spent in| pany data would remain confiden- 
1941, 55.5 billions went for non- tial. 
dur ‘ble consumer goods, such as 3 Careful controls | should be 
d, clothing, rent light heat exercised during the initial post- 
oy etc. Ten billions went into war period, thus guarding against 
ee ae ae = that some plants will require more 
cant aa recreation. Finally, 10.3 time to re-equip themselves than 
billions were spent for consumer | thers. ae — 
durable goods, such as automobiles, | , 4 A careful check were , 
refrigerators and furniture. kept rs production so prevent — 
Projecting these figures to a pros- yond “’ from outstripping the 
perous post-war year with 57,000,- mg aliaeal — Aa 
000 people working, productive out- | ol a A nese prc « portant , — 
put and resulting purchasing power | P — system would serve the pur- 
would total 135 billions. The rela-| P°* 


tive expenditures for goods and ‘ 
services would continue as outlined ‘Buy-Lines’ Moves 
Mr. Prince suggested a lapse of Into Second Year 


above. 
at least one year as a readjustment 
period following the war, and for of Operation 
the purposes of his own company’s 
planning, adopted the designation Vv New York, Oct. 7.—With six na-| 
plus 2, representing the end of the | tionally advertised products as 
wal plus two years. |sponsors, Nancy Sasser’s “Buy - 
G-E’s case, a detailed break-| Lines” editorial-style feature ap- 
1 of the market for all electri- | pearing in 32 leading Sunday news- 
cal goods in the year V plus 2, dis-| papers this week 
closed a potential of $2,894,000,000.; moved into its 


second year of 
Determines Sales Potentials | operation. 
G-E is composed of 72 operating 


In order to keep a balance in the} 
and to avoid a| 
ynvestment, we shall have to create, heavy volume of production in one | 


of consumer goods and| 


governing post-war 


' 
Commerce 


runaway prices and the probability | 


thus causing layoffs and | 


OWI's 


| campaigns, is now 


Private Lines 


Integrated transportation systems 
in the United States, in which a 
limited number of competitive units 
would be empowered to operate all 
types of transportation facilities— 
railroads, trucks, ships and airplanes 
|—has been suggested as the solution 
to the wartime transportation 
problem by the Transportation 
Association of America, Chicago. 


The American Association of Uni- 
versity Women has urged President 
Roosevelt to include two repre- 
sentatives of “consumer interests” 
|on the Economic Stabilization board. 
|“Consumer representatives,” said 
Dr. Kathryn McHale of the AAUW, 
i*have a large, informed body of 
|consumers on whose experience 
they could draw in contributing the 
consumer viewpoint.” 


% 


Don't take too seriously the Kip- 
linger Washington Letter prediction | 
that the OPA would unofficially dis- 
courage advertising which “brags” 
about a company’s war efforts. Kip- 
linger just hitched the cart to the 
horse in reporting OPA’s program 
for encouraging local and national 
advertisers to use rationing and 


should be ,price control as copy themes in their 


own advertising. 

The program died momentarily 
when Wroe Alderson resigned in the | 
shakeup of OPA’s erstwhile “con- 
sumer division.”” But now it has 
taken on new zest with the full 
blessing of deputy administrator 
Bob Horton and his assistant, 
| Robert Straus. Bart Cummings, re- 
cently snapped up by Horton from 
bureau of campaigns to 
/handle fuel oil rationing and other 
handling con- 
i}tacts with advertisers who wish to 
tie in with rationing and price con- 
trol in their copy. 

* %: *: 


FCC Chairman James Lawrence | 
Fly has declined to comment on the | 
Cooperative League of America’s 
complaint that NBC and CBS com- | ; 
pany-owned stations had turned! 


| Newark business houses 


down their spot radio campaign. 
Letter will go to FCC’s legal di-| 
vision, which will in due course | 
jeny jurisdiction. 

- x * 

Look for more ODT orders stag- 
gering office, factory, school and 
store hours to relieve local trans- 
portation shortages. First move 
made officially to stagger hours was 
in Newark, N. J., at the request of 
Gov. Charles Edison's New Jersey 


| war transportation committee. The 


order established opening and clos- 
ing orders for all public and paro- 
chial schools throughout the state. 
were or- 
dered not to open their doors to the 
public between 8 a. m. and 10 a. m 
and not to close between 4 p. m. 
and 6 p. m. Six companies having 
large office forces were ordered to 
open and close an hour earlier to} 
avoid conflict with changing shifts 
at war plants. 
* * «# 

So acute is the manpower short- 
age in Puget Sound and St. Law- 
rence pulp-producing areas that 
WPB will shortly curtail paper mill 
production by approximately 10 per 
cent. An order now in preparation | 
may be issued within the week. 


Pegler Named L&T V.P. 


Lord & Thomas, New York, has 
appointed Jack A. Pegler a vice- 
president of the agency. Mr. Pegler 
has been with the organization since 
1929, and is head of the motion pic- 
ture department, handling the na- 
tional advertising for RKO Radio 
Pictures and RKO Radio theaters. 
He is the son of Arthur James Peg- 
ler, famous newspaper writer, and 
the brother of Westbrook Pegler, 
columnist. 


Davenport Joins 
Southern Agriculturist’ 


Iris Davenport has joined the staff 
of Southe rn Agriculturist as associ- 
ate women’s editor. She has been a 
regular contributor to the women's 
department for many years. 


|pany. The 


|}permanent employe, 22-year-old 
Jules Weinberg, the publication's 
| statistical manager. Most of the 


VanDiver Boys 
Issue Annual 
Brad-Vern Reports 


New York, Oct. 8.—The third 
issue of Brad-Vern’s Reports, an- 
nual book published by Brad-Vern 
Company, has just been published, 
giving subscribers complete data on 
advertising expenditures in business 
papers from July 1, 1941, through 
June 30, 1942. 

For the first time, the book in- 
cludes a collection of material which 
will be supplemented and revised to 
become “Brad-Vern’s Primer for 
Business Paper Advertising.” The 
section includes fundamentals of 
media and media selection. 

The current edition has several 
innovations, such as larger type, 
finder key on top of each page, more 
publications represented, and better 
Visibility through more space be- 
tween schedules. Some 25,000 ad- 
vertising schedules are included in 
the book. 


Youthful Publishers 


The publication is noteworthy for 
another reason; it is the work of 
two ‘teen-aged boys, Vernon and 
Bradford VanDiver, sons of Vernon 
VanDiver, Sr., advertising manager 
of Union Carbide and Carbon Com- 
boys, respectively 17 
and 15 years old, have only one 


i 


compilation is done as a sort of 
Flushing community enterprise 


Culbert Joins American 


Culbert, formerly  vice- 
president and general counsel of 
Chicago and Southern Air Lines, 
Memphis, has joined American Air- 
lines, New York, as vice-president. 


BIG NEWS! 


In the Wood Products 
etry 


Amos 


recAl member ww 
y= in the Field 


. 
INVESTIGATE 
Wood ProoucT 


431 S. Dearborn St., Chicago, Ii. 


units, he explained, each in effect 
ismall company. By analyzing the | 


probable portion of the total mar- | 


ket each unit might secure, 72 
potential sales objectives are ob- 
tained. 


In a typical unit, the department 


would shoot at a $90,000,000 total} 


market, with a reasonable expect- 
incy of securing one-quarter of the 
market. The productive capacity of 
the plant in V plus 2, however, 
would be $30,000,000, thus pointing 
to $8,000,000 worth of production 
and 1,100 people in excess of the 
need in the year V plus 2. In this 
nstance, the department blueprint 
would point te the need for cutting 
jown its facilities. 

Another department, however, 
‘should expand in V plus 2, because 
n that year it will be aiming for 
5 per cent of a total market of 
$25,000,000, a potential of $34,.000,- 
00. The plant’s capacity would 
nave to be doubled in order to 
chieve the maximum expectation. 
With these two examples, Mr. 
rince emphasized the premise that 
Nn planning for the post-war era, 
idjustments must be regarded as 
nevitable between departments of 
‘ae same company, between differ- 
‘nt companies, and between differ- 
‘nt industries. 


Participants in 
the unique col- 
umn are Norwich 
Pharmacal Com- 
| pany, Amolin; 

| Mennen Com- 
| pany, baby pow- @ 
lider; Lever im 
Brothers, Swan 
soap and Vimms; 


Nancy Sasser 
Iodent | 


Iodent Chemical 
Company, 
toothpaste; and A. 
Son, fur care. Copy deals chiefly 
with consumer buying in wartime 
and conservation. 

Space units range from 42 to 96 
lines, and while available on 4) 
minimum three-time basis, have | 
been sold chiefly in 13-week cycles | 
The sole black and white grou; 
newspaper offering now in exist- 
ence, “Buy-Lines” is now repre 
sented by Nancy Sasser, Inc., re- 


| placing Newspaper Groups, Inc. 


Grove Sponsors ‘Songs’ 


Grove Laboratories, St. Louis, | 
maker of Bromo Quinine cold tab- 
lets and Grove’s vitamins, is spon- 
soring a new five-minute tran- 
scribed program entitled “Songs of 
the Allies,” which is aired over 30 
stations from two to six times a 
week. Russel M. Seeds Company, 
Chicago, is the agency. 


ILLINOIS? 


Booming industrially and 
agriculturally. Reach a 
big chunk of it through 
the DECATUR station, 


=, 


250 W. 1340, Full Time. 


Sears & Ayer, Reps. 
Local help given. 


e is a constructive force 


WCOP - REPRESENTED by 
WEAOLEY- — co. 


WCOP has much more than time to sell... 


in the life of Boston. 


Hollaender & | 


An Appreciation 


Retiring after a third of a century with Prairie 
Farmer and Radio Station WLS, I have severed 
my connection as Secretary and Advertising 
Manager. 


Naturally, a continuous service of that length 
has resulted in close friendships both in the 
organization and throughout the advertising 
fraternity. 


Therefore, I take this means of thanking not 
only Mr. Burridge D. Butler and his associates 
for the happy years we worked together, but 
scores of advertisers and advertising people 
whom I have had the pleasure of contacting. 


This step is taken with deep regret, and in earn- 
est appreciation of the many kindnesses shown 
through the years. 


CHARLES P. DICKSON 


Former Secretary & Advertising Manager, 
Prairie Farmer-WLS. 


Chicago, Illinois. 
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October 12, 1942 


Thirteen Ma jor 
Projects Listed 
by Ad Council 


(Continued from Page 1) 


cooperating to the full extent of 
their legal powers. Insofar as their 
budgets have been able to provide 
for field organization or the pro- 
duction and distribution of related 
promotional materials, they have 
done so fully and gladly. The prac- 
tices could be illustrated in various 
departments such as the U. S. 
Treasury, Office of Price Adminis- 
tration and Department of Agricul- 
ture. The departments have been 
fully cooperative, also, in the or- 
ganization and conduct of market 
analyses and test-city operations 
where these were appropriate.” 


Lists Major Projects 


Major current projects, most of 
which will probably continue for 
the duration, were listed by the 
Council as follows: 

1. U. S. Treasury—War Securi- 
ties. Coordinator, Harold B. Thomas, 
Centaur Company. Four volunteer 
agencies, Young & Rubicam, Pedlar 
& Ryan, Ruthrauff & Ryan, and 
Benton & Bowles. Initial job was 
the payroll deduction plan. Treas- 
ury program has been broadened to 
include a basic market research 
project of continuing character. 

2. Office of Price Administration 
—Price Control and Rationing. Co- 
ordinator, Charles G. Mortimer, 
General Foods Corporation. Volun- 
teer agencies, J. Walter Thompson 
Company and Young & Rubicam. 

3. Department of Agriculture. 
Stuart Peabody, Borden Company, 
coordinator. Volunteer agency, 
Ferry -Hanly Company. Covers 
plans for action by farmers, market- 
ing problems, programs for con- 
sumption of scarce and_ surplus 
foods. Earlier a Forest Fire Pre- 
vention project was completed, 
guided by Don Belding, Lord & 
Thomas, and a group of 15 Southern 
California advertising volunteers. 


Salvage and Conservation 


4. Manpower Commission. A. O. 


HOW ADVERTISING COUNCIL IS ORGANIZED 
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Advertung Agence: 


Charman 


Belaton 
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Enecutwe Owector 


PREVENTION 


AUTOMOTIVE CONSERVATION 
6 tive Safety Foundati 


Council, showing how the organization 


works and what it does. 


cam, special assistant to Chairman 
| Paul MeNutt, is cooperating in the 
| promotional aspects of the problem 
lof putting many 10,000,000 
more men and women to work 
war industries within the next year. 

5. War Production Board—Gen- 
eral Scrap Salvage Campaign. This 
was the first major advertising 
project undertaken by the Council, 


as as 


Buckingham, Cluett, Peabody & Co. guided by Leo Burnett and other 


coordinator. Erwin, Wasey & Co. 
volunteer agency. 


SAVE STEPS IN 


nnox 


COWNTOWN Ow TOUR DOORSTEP 


Raymond Rubi- 


| Chicago agency men. It was imme- 
| diately underwritten by the Ameri- 
|}ean Iron and Steel Institute and 
| related industries to the extent of 
| approximately $2,000,000. McCann- 
Erickson was named agency. The 
| program has been given broad col- 

lateral aid through contributed 
_ space and time and through local 
/efforts. When present schedules are 
| completed, it is probable there will 
| be some form of continuing effort 


PRINTIN 


There are a large number of concerns that 


render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET °* 
Telephone WABash 7820 


-——-DAY AND NIGHT SERVICE—~ 


CHICAGO 


in! 


to maintain the flow of scrap. 


6. War Production Board—Fats 
Salvage Campaign. Coordinator, 
Neil McElroy, Procter & Gamble 


vertising, volunteer agency. 
original project was quickly spon- 


suming industries, with Kenyon & 
Eckhardt as agency. 


Power and Auto Work 

7. War Production Board — 
Power Conservation. This project 
jis in a preliminary stage with no 
coordinator or volunteer group thus 
far named. The program is educa- 
tional in nature, designed to con- 
serve consumption of electrical 
power in general, because it draws 
on strategic materials and man- 
power. The campaign has_ been 
developed with a view to having an 
instrument ready for use in areas 
|where acute power shortages are 
imminent. 

8. Automotive Safety Foundation 
—Automotive Conservation. Donald 
|U. Bathrick, General Motors Cor- 
|poration, coordinator. 
| agencies, Arthur Kudner, Campbell- 
|Ewald and Lennen & Mitchell. 
| Project designed to obtain public 
| support for conservation of automo- 

tive transportation equipment and 
| to conserve strategic materials such 
as petroleum and rubber. 

9. 
| writer 


Repurchase Plan. H. W. 
dinator. Volunteer group includes 
representatives of leading type- 
writer companies and Newell-Em- 
mett Company, Leeford Agency, 
Young & Rubicam, and Marschalk & 
Pratt. 


10. Office of Inter - American 
| Affairs—South American Advertis- 
ing. Coordinator, Joseph D. Bohan, 


Centaur Company, assisted by lead- 
ing export advertisers, export agen- 
cies and media. 

| Il. Civilian Aeronautical 
| thority—Pre-Flight Training. This 
involves an important long - term 
war project, details of which cannot 
be discussed at the present time. 


Au- 


12. Office of Price Administra- 
tion—Idle Tire Repurchase Plan. 
Neil McElroy, coordinator, with 


Compton Advertising the volunteer 
agency. The program involves re- 
‘overing spare tires from car own- 
ers. 


| 13. Office of Price 


r= 


Company, assisted by Compton Ad- | 
The | 


sored by the nation’s glycerine-con- | 


Volunteer | 


War Production Board—Type- | 


| Roden, Harold H. Clapp, Inc., coor-| 


Administra- | 


=— =—— _—— 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 

All other classifications (single in 
$4.75 per inch. 


‘The rates for this department are 
“Positions Wanted,” 
30 cents a line, 


as follows: 
“Representatives Wanted,” and 
minimun charge $1. Terms 


sertion rates): % in., $2.75; 1 to 3 in 


OFFICE FOR RENT 
NEW YORK OFFICE 


Small advertising agency has _ fur- 
nished carpeted office with masonry 
walls for rent in modern midtown 
office building. Telephone service; 
reception room. Telephone PLaza 
83-4466. 


a ENGRAVING 
THE VERY FINEST GUARANTEE 
== COPPER or ZI 


HALFTONES and ETCH 
COLOR and PROCESS PL 


Q@uatiry 


648 N. MERIBIAN ST 


* INDIANAPOLIS, INDIANA 


HELP WANTED | 
EXECUTIVE 

|} Over 45 yrs. Adv. or publ. 

|} office mer. Acctg. knowl. 


exp. 
han ile 


paper «+ 


financial matters, all taxes, etc. $ 

COPY WRITER—Technical and in 

tutional experience. $7,500 to $10, 

SPACE & TIME BUYER— Midw 

Agcy. Open. 

COPYWRITER — Farm l 

Open. 

ASST. PROD. MGR.—Agcy. exp. p 

$200. 

RADIO—Sales analysis. $200. 

RADIO SALES PROM.—Copy, lay: 

200. 

ARTIST—Label & pkg. design. $) 
FEMALE 

3 CATALOG COPYWRITERS 


Un 
35 yrs. $150. 
RADIO COMM’'L. COPYWRITER 
Agcy. Exp. $325. 
STENOS.-SECYS., STENOS.-TYPIsSTs 


REPRESENTATIVE AVAILABLE 
MID-WESTERN 
REPRESENTATIVE 
The publisher of a national magazine 


ent covering of the Mid-West through 
his own Chicago office or by periodic 
trips. 

Box 3820, ADVERTISING AGE, Chgo. 
| Can provide efiicient Mid-West sell- 
| ing office for technical or trade pubn. 


with an A.B.C. circulation might find | 
it more Profitable to use me as his 
publisher's representative than pres- 


—Positions available 
No obligation to register. 
Sinclair-Masterson Personne! 
310 S. Michigan Ave.—Room 174) 


Chicago—HAR, 6003 

Progressive magazine publisher has 
unqualified opportunity for resu! 
getting advertising man to head 


promising Women's Group. Successfy 
applicant must have outstanding rev 
ord selling space for confession 
movie magazines, Write fully in « 
fidence. 

Box 3819, ADVERTISING AGE, N. \ 


POSITIONS WANTED 
Capable woman trade paper editor: 


|needing such coverage. Know ac-} 
}ecounts and ageys. Draft-free. Comm. 
| basis. 

| Box 3818, ADVERTISING AGE, Chgo 


HELP WANTED 
| Opportunity for 
| One-Man Agency or Free Lance 
| tou 


want more time to devote to 
creating new business? You want 
some one to protect your interests 


should war call you? If your billing 
| 's sufficient to carry you during the 
| 
| 


‘wearing in” period, this medium 
sized, well established Chicago agency 
on mechanical, 
etc, accounts has a most 
opportunity for you. 

Box 3822, ADVERTISING AGE, Chgo. 


transportation, food, 


interesting 


copy layout, prod. Rewrite and f;: 
ture stories. Broad background 
Box 3823, ADVERTISING AGE, Ch 


MISCELLANEOUS 


“KROM-A-TONE” Post Cards 
Newest, most economical method 
advertising any product. College ca 
pus views, scenic views, milita 
|} camp views, and illustrated adverti 
ing cards. Samples and prices up 
request. Graphic Arts Photo Ser, 
—300 Market Street—Hamilton, 0} 


tion—Meat Rationing. This 
cil’s assistance has been requested 
|by the government. Vernon D. 
Beatty, Swift & Co., will act as coor- 
| dinator, with Leo Burnett Company 
|as volunteer agency. 


Has Other Activities 


In addition to these projects the 
| Council listed several “operational” 
activities, including such jobs as the 
| radio allocation plan; a program 
now being worked out in coopera- 
|tion with the Advertising Federa- 
| tion of America and the Pacific 
| Advertising Association, harnessing 
|}the energies of local 

|clubs and other business organiza- 
_ tions; a display plan which would 
|}coordinate all window and other 
display channels for distribution of 
government posters; and the crea- 
tion of an official war advertising 
guide, in cooperation with the Office 
\of War Information. 

All Council projects are now 
initiated through the OWI Bureau 
|}of Campaigns, headed by Ken R. 
| Dyke, with H. Andrew Dudley as 
| his assistant. In judging a new 
project, two chief elements are con- 
sidered: Is the project a direct war 
effort? Is the project one appro- 
priate for advertising action? 


Craig Leaves WMCA 
Walter Craig, program manager 
of Station WMCA, New York, has 
resigned effective Oct. 15. 
Hollihan, continuity editor, has been 


named to succeed him. William 
Carley, sales promotion head of 
WMCA, has also handed in his| 
resignation, effective Nov. 1. 


Steel Co. Raises Two 


Pittsburgh Steel Company, Pitts- | 
A. | 


has advanced 
Jr.. formerly manager of 
steel and wire products sales, to 
assistant general sales manager. 
Norman F. Melville, formerly Mr. 
Roemer’s assistant, will succeed him 


burgh, 
Roemer, 


Harry 


is the| 
newest project on which the Coun-| 


advertising | 


Garrett | 


Export Advertising 
Holds Slogan Contest 

| Export Advertising Association 
New York, has inaugurated a con- 
test for twelve slogans suitable for 
use by United States export adver- 
tisers in Latin America to promote 
unity and victory. 

Prizes are $25 in war stamps. Any 
/number of slogans may be sub- 
mitted. Entries must be mailed be- 
|fore Oct. 31 to W. I. Shugg, Slogar 
| Committee, c/o John F. Murray Aa- 
vertising Agency, 41 E. 42nd street 
New York. 


Davis Joins WPB 

| Donald D. Davis, president o! 
|General Mills, Minneapolis, has 
been appointed director of the 
|/newly-created program coordination 
division of the War Productior 
|Board. Duties of the new divisior 
include the development and recom- 
mendation of an over-all nationa! 
production program to the end that 


the most effective use is made o! 
national resources. Mr. Davis wil 
be responsible for all progran 


recommendations by the divisio! 


Bruns Named to Board 

Frederick C. Bruns, vice-pres! 
dent and account executive at Ruth- 
rauff & Ryan, New York, has bee! 
elected to the board of direct: 0! 
the company. 


LD MARIA KRAMER 
HOTEL 


HOME with every comfort 


and not a care... 


wore LINCOLN 


44th to 45th Street at 8th Av 


Spacious R ith 
1400 prise ban & Radio mod 


John L. Horgan, Gen. Mgr. Cl 6-450 
Special Rates fo Men in the Armed Forc*: 


MONTREAL 
TORONTO 


WINNIPEG 
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Advertising Is 
Okayed by WPB 
in War Contracts 


(Continued from Page 1) 


the most part, national advertisers 
who because of war work have had 
abandon manufacturing and dis- 
tr buting their advertised products 
and who are now faced with the 
very real problem of how they are 
going to preserve the values that 
have been built up over the years, 
and at great expense, in their trade 
marks and good will. 

‘This misunderstanding has re- 
sulted largely from the fact that 
the government booklet commonly 
known as the ‘green book’ which is 
the only printed government docu- 
ment on the subject familiar to most 
manufacturers, has not been clear. 
Conference with government offi- 
sials has confirmed the fact that the 
attitude of the government is not 
an arbitrary one as many had sup- 
posed, nor is the policy not to allow 
advertising as a cost item when it 
‘is reasonable and justified. 


Apply Only to Cost-Plus 


‘The ‘green book’ which has been 
the bible many business men have 
followed says that expenditures for 
idvertising will not be allowed 
except as a form of contribution to 
trade and business journals. 
vas not clear was that the ruling is 
an interpretation of a Treasury De- 
partment ruling of some _ years 
standing and applies only to cost- 
plus-fixed-fee contracts which 
n the minority and in most 
which the contractor has not been 


nor 


What | 


advertising expenditures will be 
allowed on the ground that it is 
necessary in order to preserve good 
will and trade name value so that 
neither business nor the public will 
suffer loss due to the conversion 
caused by war. Business will fur- 
ther be encouraged by the fact that 


if the decision of a field procure- 
| ment officer is thought to be unfair 


| 
| 
| 


} 
| 
' 
| 
| 
| 


are | 
of | 


would be normally an adver- | 


tiser so far as the product in ques- | 


tion is concerned. 

“It is heartening to 
gain that 
ecognized, 
price 


here 
has 


note 
the government 
in the case of 


contracts, that reasonable 


FOR the rest and 
recreation you 
need to carry on, 
visit Hot Springs. 
Two beautiful 
lakes. Catherine 
and Hamilton. All 
outdoor sports and 
activities at their 
best. Health-giv- 
ing mineral wa- 
ters to heal and 
rejuvenate. 


HOT 
SPRINGS 


National Park, Arkansas 


Ma | Oe, 
, 


Ome 
NCO, % | 


HOTEL 
AND BATHS 


Convenient to all sports and recreations, 


EASTMAN 


ituated in 
mvcte park. 


its own 
controlled 


the quiet of 


Government 


cthhouse under same roof. Rooms from 
$2, single. 


WALTER E. DAVIS, Manager 


TIC totes S barns 


than 300 miles of shoreline 


ATES 


4 
M 
Wit 


on 'ckes Hamilton & Catherine, and with 

eve outdoor sport and activity. Hot 

Springs is the perfect summer spa. At 

the Majestic: 2. 3 and 4 room apart- 

mer Spacious rooms from $1.50: gov- 

- ag Supervined beth house inside 
otel. 


©. EMMETT KARSTON, Manager 
. om . . . 


Direction: 
SOUTHWEST HOTELS INC. 
‘i. Grady Manning. Founder 


fixed- | 


| ness, 


or unreasonable that decision may 
be appealed through the proper 
authorities. 

“Unreasonably large expenditures | 
for advertising in cases where nor- | 


|mally advertising of such a char- | 


acter and on such a scale would not 
be done, are frowned upon and 
rightly so.” 

The clarification as formally ap- 
proved by the Procurement Policy 
Division is contained in the follow- 
ing letter: 

“October 2, 1942. 
“Mr. Houlder Hudgins, Director 
Procurement Policy Division 
War Production Board 
Washington, D. C. 
“Dear Mr. Hudgins: 

“Let me express 
the pleasant conference in which 
you and your associates clarified 
for us a number of points in con- 
nection with the inclusion of adver- | 
tising expense as cost in govern- 
ment contracts. This letter will 
confirm some of the points which | 
we discussed. 

“The entire question is now in the 
process of review administratively 
and legislative-wise. In the mean- 
time, however, the present situation | 
is as follows. 

“First, in relation to the booklet 
‘Explanation of Principles for De- 
termination of Costs Under Govern- 


our thanks for 


ment Contracts,’ the text of the 
booklet is an interpretation and 
condensation of Treasury 5000, 
which has been in effect a number | 
of years and subsequent rulings | 
thereunder. 

“Further, the booklet was de- 


signed to and does apply only to, 
cost - plus - fixed - fee contracts, the 
large majority of which are in fields 
(1) where a new plant to produce 
war materials is erected at govern- 
ment expense and a private com- 
pany, often in an unrelated busi- 
is engaged to manage it, or 
(2) when the contract primarily 
involves construction by a com- 
pany which does not employ na- 
tional advertising in any event, or 


' (3) when the contract involves the 


| 


| 


} 


| substantially that outlined by 


production of an implement of war- 
fare so completely different to any- 
thing commercially produced that 
an entirely new manufacturing ana 
managerial process is involved. 
Reasonable Advertising Allowed 
“On fixed price government con- 
tracts, which compose the great 
majority of those in which national 
manufacturers are engaged, the data 
concerning advertising contained in 
Paragraph 51, Page 14, of the afore- 
said booklet does not apply. 
“When Price Adjustment Boards 
are reviewing the profits of war 
contractors, they will, as indicated 
in Mr. Nelson’s letter, allow a rea-| 
sonable expenditure for advertising | 
to be included in the overhead of 
the contractor. The definition of 
‘reasonable expenditure’ will be 
the 


Secretary of the Treasury. 

“Very often field procurement 
officers request a breakdown of costs 
before negotiating a fixed price con-| 
tract. When this is the case, manu- 


| facturers should include advertising 


expenditures in overhead rather 
than as a separate cost item since | 
it is seldom practical to determine 
exactly what proportion of adver- 


tising expenditures should be 
charged against a particular con-| 
tract. 


“It is gratifying to us to have this 
formal confirmation of our belief 
that the Procurement Policy Com- 
mittee of the War Production Board 
and the procurement offices operat- 
ng under its supervision have no 
desire to be arbitrary or to work 
undue hardship on manufacturers 
converted to war work who wish to 
preserve their investment in their | 


| trademarks and good will. 


No Set Formula 


rule of reason must apply in each | 
individual case. We know, how- 
ever, that this clarification will be 
reassuring to business and clear up| 
the misunderstanding caused by the | 
misinterpretation of the application 
of the booklet above referred to. 

“We know also that when a man- 
ufacturer is unable to arrive at a 
reasonable agreement with a field 
procurement officer, he may always 
appeal the matter through regular 
channels. 

“May we again offer the coopera- | 
tion of the Association of National 
Advertisers to the Division on all 
questions on which we may be of 
help. 

“Very truly yours, 
“(Signed) Paul B. West, 
“President.” 


NELSON AMPLIFIES 
AD COST STATEMENT 
Washington, D. C., Oct. 7. In 
amplifying and explaining today a 
formal policy statement on procure- 
ment policy with relation to adver- | 
tising costs which he had signed on! 
Sept. 4, Mr. Nelson emphasized that 
no set formula can be laid down to} 


| govern all cases, and that in general | 
\“the rule of reason” must apply in| 


each particular case. 

“The War Production Board,” Mr. | 
Nelson said, “does not wish to set | 
up arbitrary rules which might work | 
undue hardship on manufacturers 
converted to war work who desire 
to preserve their investment in 
trademarks and good will.” 

Mr. Nelson explained that adver- 
tising expenditures paid for out of 
a war contractor's fee on cost-plus- 
fixed-fee contracts, or as part of the 
general overhead and management 


expenditures of a tirm on fixed- 
price contracts are in a different 
classification from the “costs” 


chargeable directly to the govern- 
ment in a cost-plus-a-fixed-fee con- | 
tract. 


Subject for Discussion 
“Broadly speaking,” Mr. Nelson 
said, “Advertising placed for the 


sole purpose of selling goods is in- 
admissable as a cost on cost-plus- 


| fixed-fee contracts 


“Industrial or institutional adver- 
tising, however, which properly can 
be classed as an operating expense 
incurred for reasons of policy, may 
under certain circumstances be ad- 
mitted; and a contractor who is in 
doubt as to the admissibility of such 
expense should take the question up 
with the contracting agency with 
which he is dealing.” 

This statement by Mr. Nelson, in 
effect, simplifies and broadens the 
first paragraph of the Procurement 
Policy Committee’s Sept. 4. state- 
ment, headed “Advertising expendi- 
tures as costs in cost-plus-fixed-fee 
contracts,” which first appeared in 
the much-discussed “Explanation of 
Principles for Determination of | 
Costs Under Government Contracts” 
published by the WPB last May, and 
reported in ADVERTISING AGE May 
18. Detailed explanations of the 
philosophy behind this statement 
were reported exclusively by Ap- 
VERTISING AGE May 25 and July 27. 

It is important to note that this 
paragraph applies solely to “costs’’ 
chargeable to the government on 
cost-plus-fixed-fee contracts. 

Advertising expenditures paid for 
out of the contractor’s fee on cost- 
plus-fixed-fee contracts, or as part 
of the general overhead and man- 
agement expenditures on fixed-price | 
contracts, are in a different classi- | 
fication. 


Reasonable Expenditure Allowed 


Mr. Nelson pointed out that such | 
expenditures are subject to review 
by the Price Adjustment Boards 
when they consider the broad ques- 
tion of country-wide excess profits 
on war business. 

“A reasonable expenditure for ad- 
vertising shall be allowed by these 
boards even though a company shall 
be substantially or wholly engaged | 
in war production,” Mr. Nelson 
stated. 

The definition to be followed by 
these boards is that made by Secre- 
tary of the Treasury Morgenthau 
before the joint Congressional com- | 
mittee on internal revenue legisla- | 


“It is understood, of course, that! tion on May 28, and amplified by 


no set formula can be laid down in| Commissioner of Internal Revenue | to advertising costs will be followed, 
| the matter and that, in general, the | Guy T. Helvering in a formal poliey | Mr. Patterson said. 


| ficially for the first time the uniform 


| he 


lproduction, 


joards willl recognize that the amount | 
of advertising expenditure necessary 
to maintain a trademark or brand 
name of a product in the public con- | 
sciousness is much smaller than that 
|}required for promotion of the same | 
product in a normal competitive 
market | 

This same letter is being sent to 
Messrs. James V. Forrestal, Under 
Secretary of Navy; Emory S. Land, 
Chairman, Maritime Commission; and 
Clifton Mack, Director, Procurement | 
Division, Treasury Department. 


CONCEDES AD COSTS 


that 


ruling Sept. 29. (This statement was 
published in full in ADVERTISING 
AGE, Oct. 5.) 


Limits to Be Set 


Mr. Nelson pointed out, however, 
that the Price Adjustment Boards 
are instructed to place fairly sharp 
limits on advertising expenditures 
when a company has been wholly or 
in large part converted to war work. 

Mr. Nelson suggested that war 
contractors, when negotiating a 
fixed-price contract with field pro- 
curement officers, should include 
advertising expenditures in over- 
head rather than as a separate cost 
item, since it often is not practical 
to determine exactly what part of 
advertising expenditures should be 
charged on a particular contract. 

In making this statement for pub- 
lication Mr. Nelson also released of- | 


policy statement of the WPB Pro- 
curement Policy Committee which | 
transmitted to the services on 
Sept. 4. This statement, which fol- 
lows, should be read in the light of 
the various amplifications men- 
tioned above: 


Honorable Robert BP. Patterson | 
Under Secretary of War Department | 
Washington, Db. C. 
Dear Mr. Patterson 

The Procurement Policy Committee | 
has recommended the uniform adop- | 
tion of the policies set forth below | 


| 
| 
| 
| 


in reward to expenditures for adver- 
tising by War Contractors. I concur | 
in this recommendation 


Advertising Expenditures as Costs tn) 
Cost-plus-fixed-fee Contracts 


As a general rule advertising is an 
| inadmissible item of cost, on the rea 
soning that advertising is not re 
quired in order to do business with 
the Government Hilowever, certain 
kinds of advertising of an industrial} 
or institutional character, placed in 
trade or technical journals, not pri- | 
marily with the object of selling par- | 
theular products but essentially for} 
the purpose of offering financial sup- | 
port to such trade or technical jour- 
nals, because they are of value for} 
the dissemination of trade and tech 
nical information for the industry are | 
not really an advertising expense to 
effect Sales so much as an operating 
expense incurred as a matter of 
policy for the benefit of the business 


and the industry 


Other Advertising Eapendit‘°aures 


Advertising expenditures done and 
paid for out of the contractor's fee 
on cost-plus-fixed-fee contracts, or as 


part of overhead and management ex- 
penditures on fixed-price contracts, 
are subject to review by the Price 
Adjustment Boards when they con- 
sider the broad question of company- 
wide excess profits on war busines: 

A reasonable expenditure for 
vertising shall be allowed by 
boards, even though a company 
be substantially or wholly engaged 


ad 
these 
shall 


| 


in war production 

The definition of ‘reasonable ex 
penditure”’ to be followed by the Price 
Adjustment Boards is contained in a| 
jrecent statement made by the Secre- | 
j}tary of the Treasury as follows, “the 
test of whether expenditures for ad- 
vertising are deductible is whether | 
they are ordinary and necessary and) 
bear a reasonable relation to the 
business activities in which the 
enterprise is engaged. This is not in- 
tended to exclude institutional adver- | 
tising in reasonable amounts or good- | 
will advertising calculated to influence | 
the buying habits of the public If | 
such expenditures are extravagant | 
and out of proportion to the size of 
the company or to the amount of Its | 
advertising budget in the past, or if 
they are not directed to public patron- 
age which might reasonably be ex- | 
pected in the future, such payment | 
will be disallowed as deductions.” | 

When an tndustry has been sub- | 


converted to war 
Price 


stantially or wholly 


the 


| 
Adjustment | 


Sincerely yours 


Donald M. 


WAR DEPARTMENT 


Nelson | 
| 
Washington, D. C., Oct. 8. — An- 
nouncing that “reasonable” adver- 
tising expenses will be recognized 
as legitimate costs in renegotiating | 
war contracts, Under Secretary of 
War Robert Patterson said today 
he expected the entire re- 
negotiating picture to be clarified by 
legislation now before the Senate 


finance committee. 
The Treasury’s policy with regard 


THE MARCH OF TIME 


N. Y. Adwomen Offer 
Course and Scholarships 

Advertising Women of New York 
has scheduied their 14th annual 
Survey of Advertising course for 
women to begin Oct. 13 with an 
open meeting in Hotel Biltmore. 
Subsequent lectures will be on 
Monday evenings at 7:30. Scholar- 
ships worth $100 and $50 for study 
in New York schools, field trips for 
observation of advertising produc- 
tion, and a “career clinic” are 
offered in the course. 

The committee in charge includes 
the chairman, Alice B. Day, director 
consumer research, Cecil & Pres- 
brey; co-chairman, Harriet E. Ray- 
mond, advertising manager, Celan- 
ese Celluloid Corporation; Barbara 
Daly Anderson, president the club 
and director of consumer service 
bureau, Parents’ Magazine; and two 
directors of the club: Sinclair 
Dakin, New York Daily News, and 
Pearl Hagens, managing editor of 
Modern Packaging. 


Swan and Rinso 
Cash Offer Extended 


The special campaign of Lever 
Bros. offering $1 and $2 bills for 
opinions on Swan and Rinso, which 
was reported in ADVERTISING AGE 
Oct. 5 as being tested in LaCross, 
Wis., has now been extended to 
Mason City, la. 

While Young & Rubicam handles 
the Swan account and Ruthrauff & 
Ryan the Rinso account, the special 
campaign featuring both products is 
being handled by Klau-Van Pieter- 
som-Dunlap Associates, Milwaukee. 


Cogan to Wheelock 

Eugene J. Cogan, media director 
for Paris & Peart, New York, has 
joined Ward Wheelock Company, 
Philadelphia, in the same capacity 
Names Duane Lyon , 

Philip Mangone Company, New 
York, manufacturer of women’s 
clothing, has appointed S. Duane 
Lyon, Ine., New York, agency. 


+ 


‘COME | 


ANKARA, 
CAIRO, 
CHUNGKING, 
NEW DELHI” 


Have you heard the new 
MARCH OF TIME?... It's a grip- 


ping, fast-paced news show that 


uses all the varied techniques of 
radio to make the week's news 
come alive and cling to your 
memory. It’s a fascinating, unfor 
gettable half-hour of living close 


to the great events of your life- 


time—and you ought to be listen- 


ing to it. 


THE MARCH OF TIME 


Sponsored by the editors of 


TIME 


beamed to 23,000,000 radios of 
THE NBC NETWORK 
THURS. 10:30 P.M.ewr 


Rebroadcast by short wave each 
week to Europe, Asia, Australia, 
and Latin America. 
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| grit,” making the claim that Dr. 


| Lyon’s is an effective antacid or will 

correct “acid mouth,” or using the 
slogan, “do as your dentist does— 
‘use powder!” All of these claims 
have been discontinued, according 
'to Mr. Williams. 


Claims Dropped 
Before FTC Order, 
Dr. Lyon's Avers 


New York, Oct. 7.—Most of the) 
advertising claims for Dr. Lyon’s | 
tooth powder which the Federal 
Trade Commission has objected to 
were discontinued more than a year 
before the complaint was filed, 
according to a statement issued this | 
week by D. H. Williams, vice-presi- 
dent of R. L. Watkins Company. 
Commenting on the FTC cease 
and desist order, Mr. Williams said 
the complaint was filed on Sept. 19, 
1938, and listed 37 objectionable 
statements in Dr. Lyon’s ads. De- 
claring that use of most of these 
statements had been discontinued 
in 1937, he pointed out that the 
cease and desist order just entered |has been appointed to direct adver- 
reduces the issues from 37 to three. |ticing for Perkin-Elmer Corpora- | 
Under the terms of the latest FTC | tion, Glenbrook, Conn., and Wor-| 
order, Dr. Lyon’s has been ordered! cester Street Railway, Worcester, 
to stop using the statement “no! Mass. 


Account to Cory Snow 


Cory Snow, Inc., Boston, Mass., 
has been appointed to handle ad- 
vertising for Winthrop Atkins Com- 
pany, Middleboro, Mass., manufac- 
turer of calendars, photographic | 
mounts and photo-finishers. A large 
direct mail campaign, consumer 

magazines such as Popular Photog- 
raphy, Minicam and U. S. Camera, 
and newspapers covering metropoli- 
tan areas east of the Mississippi will 
be used. 


Two to Wilson & Haight 


Wilson & Haight, Hartford, Conn., 


Libby, Del Monte 
Launch Campaigns 
fo Help Grocers 


(Continued from Page 1) 


| plan in many different ways and 


| from many different angles, will 
|also appear 
the months that follow.” 

Keynote of inside-store promotion 
|is a “wartime meal planner” 
grocers will be given in quantity, 
along with a counter container. The 
| planner has a three-step use: first, 
| it lists the foods the government 
| says should be eaten to keep abreast 
of its nutritional drive; second, it 


ic 


|these eight classes of food; 

third, it contains a convenient form 
for writing out breakfast, lunch and 
| dinner menus for a full week. 


during November and | 


which | 


contains a check-list of products in| 
and | 


| In addition to this store-help unit, 


Del Monte also is making available | 
|a giant theme banner, 50-inch strips, | family the foods that will keep then 
listing posters for weekly assort-| strong and well. Our problem 

|ments, and price tags. | helping you to do it. 


: “And another thing affects 
| Libby Campaign Breaks ‘both. We've got to feed our fightin, 
ar its Libby, 


| common-—-food. 
“Your problem is feeding you 


part, McNeill &| forces. We've got to help feed . 
Libby will break a special 12-month | allies. ” 

campaign later this month with a | Following this introduction, 
‘timely message aimed at creating) of the advertisement explains th 
more complete consumer under-| problems the food industry face 
standing of current food problems, | and the methods that are being use 
to be followed up later with prac-|to meet them. It urges women to 
tical ideas designed to help con-|look around their grocer’s shel 
|sumers plan their eating to fit war-| when they can’t find exactly w 


tex 


| time conditions. 'they want, because they will be 
First advertisement in the new| pretty sure to find other foods that 
Libby series will be a four-color | will fit into well-balanced meal 
spread in the Oct. 25 Saturday | To carry the idea into the re 
| Evening Post, followed by similar} store, Libby will distribute store 
spreads in the November issues of | posters, each emphasizing a particu- 
Good Housekeeping, Ladies’ Home | jar point, and the posters will carry 
Journal, McCall's and Woman’s|no advertising, not even a Lil y 
Home Companion. identification. J. Walter Thomp vn 
“You're a housewife,” says this | Company handles the Libby adve: 


advertisement. ‘“We’re a food com- | tising. 


pany. In a way, we're in the same 


boat. We have one big problem in | ‘Shepherd Joins WORD 


this way: 


You now pronounce “C-]-e-v-e-l-a-n-d” 


| G. O. Shepherd, formerly min 


ager of WWNC, Asheville, N. C., has a 
joined the Spartanburg Advertising Mae 
Company, operator of Stations - 
| WSPA and WORD, as manager of (no 
WORD, a Blue Network outlet. i 

mar 


Burrows Advanced 


R. E. Burrows has been placed 
charge of sales promotion for 
receiver division of the Gener: 
Electric radio, television and elec 
tronics department. His headquar 
ters will be in Bridgeport, Con 
Mr. Burrows formerly supervised 
sales promotion and merchandising 
of G-E products in Cincinnati. 


To Bozell & Jacobs 


The Chicago office of Bozell & 
Jacobs has been appointed to handle 
advertising for Arrco Playing Card 
Company. 


+} 


| STATEMENT OF THE OWNERSHIP. 
MANAGEMENT, CIRCULATION, ETC, 
KEQUIRED BY THE ACTS OF CON. 
GRESS OF AUGUST 24, 1912, AND 
MARCH 8, 1933 
|} Of Advertising Age, published we 
cDlenge Ill., for Oct. 1, 1942 
| State of Illinois }). 
County of Cook — 
Before me, a notary 
the State and county 
appeared § R 
been 


kly at 


public in and 
aforesaid, persot 
Bernstein, who, having 
duly sworn according to law, deposes 
and that he the editor 
Advertising Age and that the following 
to the best of his knowledge and belief 
true statement of the ownership, man 
ment (and if a daily paper the cir i 
tion), ete., of the aforesaid publication for 
the date shown in the above captior 
quired by the Act of August 24, 191 
amended by the Act of March 3, 193 
bodied in etion 537, Postal Laws 
Regulations, printed on the reverse of ¢t 
form, to wit 
| 1. That the names 
publisher editor, 
business managers are 
Publisher, G. D. Crain, 
Editor, S. R. Bernstein, 
Managing Editor, John 
cago 
Business Managers, 
That the owner 
corporation, its name 
stated and also immediately thereu 
the names and addresses of stockholide 
|; owning or holding one per cent or more of 
| total amount of stock If not owned 
corporation, the 


Says is of 


s 


se 


and addresses of the 
managing editor 
Jr., Chicage 
Chicago 

B. Miller 


None 
is: (If owned 
and address must 


a 2 ‘ ° ° ° names and addresses of 
he rise of Mutual's importance earning high repute among advertisers (as the individual owners must be given. I! 
e owned by a firm, company, or other unin 
: corporated concern, its name and address 
in the markets that matter most is reaching —a_ potent: sales-producer), among listeners an well as those of each individual men 
e © ver, must be given.) 
: . . : ' Advertising Publications Ine, 16 E 
its latest climax in Cleveland. Here, in the (as a welcome house-guest), and among Ohio St, Chicago, Tl 
t 3 D. Crain, Jr., S&S R. Bernstein, b. K 
} ; ; , Hamlin, O. L. Bruns, Murray E. Crain 
sixth largest U.S. city, the second most networks (as an outstanding affiliate). Gertrude R. Crain, Jane C. Ivie, Mary 
t Sanders licago; Jessie Crain ati ue 
; : Iil., Kenneth C. Crain, New York 
powerful station has become the full-time, | ssethean” ath ealeae anauadea ices acai 
. “pn. . , -* |} g£agees, ane other securit olders o nme 
: P : : Besides gratifying us to the hilt, W Hk’s | or holding 1 per cent a toe of Gn 
basic outlet for Mutual...with over half a | Serle Geet 0 Gaaee ade make, as one 
e el es are ere are none, so & é 
i me move to Mutual brings you the whole | None, 
million radio homes in its primary area. | saekier ake: ems cl ie ea ean 
populous, flourishing Cleveland market, at ers, and security holders, if any 
not only the list of stockholders and it 
‘ : ae ity holders as they appear upon the ke 
WHK, Cleveland's Pioneer Station, has any hour you please, day or night. Today, of the company but also, in cases wher 
« é . . 1e RIOR wlder or security wilder a i 
transferred its 5,000 watts of popular . ’ upon the books of the company as true, 
’ Por more than ever before, Mutual delivers the uae a tin daa aa Gane 
lame o ° erson or orporat 
power to Mutual,effective September 28. : whom such trustee is acting, is e v4 
markets important to you... at the lowest Siecettie ealigneinn VERE aan tad 
. ‘ ’ , ° ° edge and belief as t the circur pS 
Ever since 1921, WHK has been busy cost in network radio advertising. sad sonurtty helhere whe ae net asgut 
upon the books of the company as t 2 
hold astock and securities in a 
other than that of a bona fide owt an 
this affiant has no reason to belli: ha 
any other person, association, or aie 
. tion has any interest direct or ind 
' the said stock, bonds, or other »® 
e Mutual Broadcasting System ana gai yi , 
» 6 That the average number of j 
of each issue of this publication 
distr ened through the mails la 
wise, to paid subscribers during t! R 
months preceding the date show 
. is (This information is 
| from daily publications only.) 
| Ss. R. BERNSTI 
(Signature ot “ 
Sworn to and subacribed before t H. 
29th day of September, 1942 ; , 
ELLEN KEBBY HA™ 4% whan 
(Seal) Notary tdiat 
(My commission expires May, 19! 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


DIVISION MANAGERS GET HANDS DIRTY WOMAN'S ANGLE IRIS GETS EFFECTIVE DISPLAY IN GLASS 


ae 


“ts the least Lean do for vou. son!” 


\ 
ae Ais OC ES EE LT OSS aie IL NSINGWEAR 
‘ As part of a factory “brush up" service training school, seven Easy Washing 
- Machine Corp. divisional managers rode the company's service trucks to study Different from the run of mine Army- 
g actual washer repair operations in the home. In the background in this group Navy E advertising is this business paper 
Ss {not counting truck drivers) are: J. S. Miller, H. F. Costello, W. H. Reeve, copy for Munsingwear, Inc., featuring the 
f general manager, washing machine division, G. W. Burns, assistant sales man- individual employe'’s emblem rather than 
ager, and G. F. Graalman. In front are B. L. Finn, advertising-sales promotion the company flag, and the “woman's Striking glass coffee package, designed for high shelf appeal, is this new con- 
manager, ©. J. Fitzgerald, J. W. Yonts and Ed Fairchild. (Story on Page 6.) viewpoint’ copy. Kenyon & Eckhardt is tainer for Iris, now being introduced by Haas Baruch & Co., Los Angeles, a lead- 
the agency and similar copy was used in ing Western coffee roaster. The package, employing a deep black band over 
newspapers to announce the award. The a narrower red one, with gold-outlined white letters, was designed by Owens- 
vast majority of Munsingwear employes Illinois and replaced a squat, square-type jar formerly used for Iris, one of the 
READY FOR BIG DRIVE ON V-MAIL are women. first coffees packed in glass. 
FOOD ADVERTISERS RUSH TO SUPPORT OF RETAIL GROCERS 
PARTNERS ? wee — % | 
‘ 4 ; 7 
“so ig J $ i - ‘ 
Yes Wwe really peek “ECE AL ne we ? | 


Grant Olson, advertising manager, W. A. Sheaffer Pen Company, and Upton 

Close, radio commentator, test out V-mail Skrip at the Sheaffer booth at the 

stationers’ convention in Chicago. On the wall in back are reproductions of the 

four-color newspaper copy which broke Sunday, and of dealer tie-up material. help keep your fomily stron¢ 
(Story on Page 6.) 


SCOTT LAUNCHES NEW NATIONAL CAMPAIGN 


“ : fe Nae ‘nea... -_ -_ heres ra help for you! And hep jor Your country, loo! Ask Your Grocer about the 

o E OM an pts, < a at ; sa) a 

| ies Del Monte Buy- For-a-WeeKk pln 
Bw Aowance ° 
> Yer 


4 


wh Shipboard radio receivers ek 
“tattled”to enemy subs... See what 
ships and i / ve Scott Marine Model Radio! 


aQ GTCaL Saver i is — see whal variély puis wa single weeks meals é 


is etath 


Mee tiicairn on ‘ 


iers 


‘ 
, ah ' ' 
“ " ‘ ath estety 
ea 
an 
* y acarrrs 
sha 
thet " me ‘ 4 . 
‘ a go < con the programs 
! . t < as they 


SCOTT 
ae SCOTT 
Ri CRIVER . i see ae FINE RADIO 
' RECEIVERS 
The spreads shown here, breaking in November issues of women's magazines, out later this month, indicate the type of copy 
: which may be increasingly popular in the food field for the duration. Libby, McNeill & Libby aims at making the grocer 
© H. Scott Radio Laboratories Chicago, has launched » new campaign using @ partner in — Mrs. Consumer buy more wisely and carefully, while California Packing Corp. comes up with a specific 
wed "trtune Newsweek, The New Vasher and Time ta © sosles featuring the low ““buy-for-a-week" plan, in which a weekly menu-planner, to be distributed by retailers, plays a key part. Both campaigns 
tdiati are scheduled to continue for an indefinite period of time. Part of Libby's plan, incidentally, entails store posters with no 


" marine model radio receiver which the company has developed for 


use at sea. Earle Ludgin, Inc., is the agency. (Story on Page 26.) (Story on Page |.) 


advertising or mention of the company name. 
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GREAT f°; 71 f So 


Hersert Haprenstance, Chicago 
business man, used tosnort and gloom 
his way through breakfast, leave home 
with high blood pressure and acute 
indigestion coming on. And folks all 
said—‘‘Certainly a sourpuss, that 
Happenstance!”’. . . But for the last 
six months, Herbie has eaten all his 
breakfast, and left home whistling. 
Mrs. H. wondered if another woman 
was involved, found out it was just 
another newspaper. Herbie is just one 
of the Chicagoans who now start the 
day with The Sun, find they need no 
bicarb after breakfast. You, too—No, 
that’s another ad... 

The Sun is straight newspaper. It 
shoots the news and lets it lay; the 
reader can make up his own mind 
about the news, if he has any—and 
we've found that Sun readers have a 


ee 


lot of stuff upstairs. They like a paper 
that prints all the news, but keeps its 
opinion and campaigning out of the 
news columns, They also like the full 
coverage of Washington and foreign 
news that The Sun gives; and the local 
exclusives it finds. The Sun _ news 
begets confidence instead of question 
marks. The Sun is the newspaper 
Chicago wanted for so long; and it’s 
doing the job Chicago wanted done. 


Wiru the readership, respect, and 
liking ofabout one-third of the families 
in Chicago, there wasn’t any question 
that The Sun was an advertising 
medium from the start. Month by 
month, Media Records has furnished 
confirmation. The Sun already is 
delivering more than the rate card 
calls for! Ask any Branham man. 


THE CHICAGO SUN 


THE BrannaM Company, National Representatives: Atlanta, Char!ott® 


Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattlé 


Mil 
Diary 
est c 
only 
gatior 


Re; 
of W. 
is no’ 
ff th 
the V 


Joe 
down 
series 
satisf. 
other 
one i) 


“Of 
Says j 
“the 
able 1 
when 

Me; 


go fo: 


tion 


= 2 s eee or See | eae ee eh ahi Mere fas cea a ie : a am yy eee etek, ‘ MEE Me si re a Sit 4 his ae ee 
—— 36 ADVERTISING AGE fe 
a z E. ee 
oo ae 
pe ss he a j z % 
i oe 2 , 5 as 
= 4 a B. = — . 9 
ae. e yee se bal Sed Ban > 7 
a a a ‘ SF 5 a, ‘ A rae : ¥ iY, 
4 ao — 2a oe oe ee Pk 
ro . s a een pe Es 4 ° A is 
“es : hs a ee ag pe by Ke 
oe : 4 aoe a + aa 4 hs % D 
ci ee oe oe ; om q A Pe ¥ 
eee Sek a ieee ae ae. ,. =... , — ie eS a 
Ds ae sae Pic Z Sd hs ee § |? e ari PONS # 
se an ? BP i ws i Be 2 im: 4 & *4 J *. P ~ 
oe i oA a a Aa : ~~ s : Pa oe a. . 
ie PEA ae weit bt ott — * q ; f +. ee ond “pa - , -_-— 
. |» ee << — ££ . 
ee Pa A ee rs Ss ' . 7 + ms j ; : 
bn <a ae ae j soe RG Wy os 
a: yp 0 cae tS i . , , 5 , 4 c a 4 
re soa a | a 4 ir 4 iy = tee . “a a) 
ee: ee a ea b  . ia! ; frre ¢ 
q he): ae a ll . 5 am } ff ye ra ie a -— if 
~ s fitie. Hr | 4 " i ia Wt 4 =, O 9 = 
cat es co ene ain , 2 ‘ & : V 
eS és yf eos a : ; ‘ Je 
iis oe ipew i 7 ne See ae i e ‘e ‘ } P ps x ad Ke 74 > : 
_— = Se bs — | rf Kk pract 
te a tye lee i ee t . ‘ i “Ss fr” a — 
be ee  — "a f th 
oe cane oe ee 3 " A . “ja / 0! , 
= OF SO | Uw 
i a a. fe . — ee 
a ova fokat = pe “oc ar Bi, a a \ / ff pal t 
ee ae ee i Oe f ee man, 
_ . 4 a = est he r 
— ai ’ y ~*~ ! 
: f —— . " a J A " se resul 
> 7 | ’ 
> \ ig cessf 
. eats “d 
: lal ery = i rn i \ X 
; oe ee . se ‘ F * 
: » es - . . : 
aie i F : : . 
ee a 
ial : a Pr ical aig ae oak o Seg 08 es neem he 8 ne ‘ ¢ s - ag 
a. a | See sie Legit hintane mage 5 i ass ; of “al f 
a ae es ee ae 2 Fike 2 ae 4 ns es 
tg i Pe Ee oe ta a = , 
ata i Po, eee a: oe er ay ca es 7 
ae + ea ‘: - sia i a <9 r > eit , pe a at) < “} - < 2 , ee * s 
sail lee — i) ot t ; 7 : 
| 2 4 Z : ra aie + : i rr - 5 ' , . < ¥ e ay % , i a= .. o 
‘a eae s oh ; se ae : ’ ¥ a ? : oe ‘te ? wine” gbe 
= i = ; ae ‘ a SB sory ce ; a x , * 7 , 
i j “s fot PD AS, at , 
ees pe a oe ‘pas aah ; “8 r bogs j (cr a 4 { i 3 Bil 
ans a i * 2 ro iain d gk a ae ; Poa vee ) ae ¢ 
re © Pi fl ae te 4 ah a Nee Digs "7 : ee 2 = t a / , 
> ice * n= ae gee ll” a > Ts ig ee om «ae = oe oA do a 
a ‘ ise a : ‘ee ~ rs i aa eae a * a er ee ; : \ r + o j il , ry e } e : I 
i Be i te ib MBs ¥ a an a oe a : . \ ae st - Uff Me and : 
mat % : ) Diem ly vee a ee! Meee ee : a ; rd .- a , 3 : 4) Pa was t 
Sa OS es eee — ez ' let 
oa Pel ate = ae, as - —— 
an a a xf ¥ > p : ia 2% ‘et: ; ee =a _ . 
ee Ob ae . eg. So te ) No 
- 2 ea i — = a the n 
¥ a grid gt . gags, Es tp Eng tired 
3 a Bs x we - 2 “ia . ; ~ ” 2 PAL ix te — " «if? ‘ $ 8 TeG 
_— 2 . i? aa —— MD the ¢ 
i Ee: t =. @2 _ ae ee , : ble | 
_— oF. ss fee 7 able 
ai i: ‘ ae cae A bee 5 eg . ag - Sy 
‘aati i ? _ ~ Mig bd bad ® 
5 ae, , . 2%, ete , * » 
ua aca 2 Sal - a ae yy 54 
i a, . vi ~} Ws 
: Piel aot al » ‘ . « Ps 
s sy 7 
in: | %y aes ‘ : } 
4 = a D ; j 
Fai bs. F oe ol - a nd 
a =< : 2 S 
in 7 i AES ‘? W 
= at . 
’ ~s . —“ ‘ CaN ? 
es aes ' ——e soy 
ae 5 Coe ot es of | 
. ae a mF a af 
-_ : ee if 
ie  — & : = 
es : E v. % 
. ry “ a > : If ( 
or Bo : to kee 
: ie as H 
4 ; overw 
q . 4 ft - to I re 
oe =* game 
i % ae . 
_ of 
eS | 
ae Pops j 
tia = ‘ P j 
. — j j B 
-{ i 
{ uns 
%, no] 
aA a ; Jin 
ery . ‘ ’ ove 
= : a 
“oe whe 
7 " Produ 
- es, told ¢ 
: m: 
re = 
. a - oo H 
= W 
a a ii the 
a G 
a a sery > 
a ae. ans 
.* a | 
ile 
Bec s 
- cats 
we % ‘! ae) i ae toured ea pS f- ‘s ee ee 
Mea eS ee ee CE ae Rh ee i ae ee es ee 
e a 3 sled ye” os, &, ae ae wih, s : fe a : oe ~_ eee & a Sak: ‘ oes io ee ag ie z HE Sh Le baa i ae : Pe - ‘ Be ve ay a ‘sk a "f Rose jon Ne ‘ “te — Reka: 
oe ‘ 7 eee. 5 ae a ee oe na ie ae ee anes int “i ; sear. state dad Ca a, NT. ce ARS ee ay Oe - urea Fice Eee: 2e 
7 oe = sme ag a ees oe oe teal ie 5 ee * ‘ oe 6 OS eee hg , Serre J if ; oP Be ee Poe 3 : Ps ie. ~ Ay ee & es , ae : ct a. , ere | mr at 
P Sao. Ad a6 ae Sok. ae 2 Ses Hs, i eo ya Bel ae, mm is tae Ea F : Mo ek. * aE ¢ es Ae: Pk Sat oe < 7s. Bi Yi. Rae ier 


